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THE ROLL OF 
HONOR 


is a department among the advertising 
pages of Printers’ Inx in which every 
paper is entitled to appear which has 
submitted a detailed statement to 
Rowell's American Newspaper Direc- 
tory of the number of complete and 
perfect copies issued for the period of 
an entire year preceding the date of 
such statement. No paper which has 
not submitted such a statement, cover- 
ing the period of one entire year, can 
secure a place upon the Roll of Honor 
for either Love or Money. 


PRINTER’S INK is the ome journal that can give such a department the 
integrity which makes it valuable to advertisers and the publicity which will 
produce results for publishers appearing therein, A rating in the Roll of 
Honor practically fixes the circulation of a paper beyond dispute. The 
establishment of such a method, capable of being kept all the time up-to-date, 
marks an era almost as important in scientific advertising as was the estab- 
lishment, in 1869, of Rowell’s American Newspaper Directory. The Roll of 
Honor is the only organized weekly service in existence anywhere through 
which the honest and progressive publisher, entitled to membership, can 
bring before the advertisers of the United States his increase of circulation 
for a week, a month or a auarter just past. Itisa satisfactory guarantee of 
the publisher’s truthfulness and good faith. In reports of this kind every 
prominent advertiser is vitally interested. The Roll of Honor is a unique 
and choice service for choice mediums. It is the only authoritative source 
of such information to be had at any price, and the expense of it is merely 
nominal. 

Roll of Honor advertising costs 20 cents a line, or $20.80 for a two-line 
advertisement for one year. If cash in advance for one year accompanies 
this order, a discount of 10 per cent may be deducted. 

For further information, if desired, address, 






; 
Tue Printers Inx Pusuisuine Co., 
No. 10 Spruce St., New York. 
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ol. LIX. 


(ERIT WON THIS FIGHT. 
MPETITION TRIED IN VAIN TO 
OVERTHROW POMPEIAN MASSAGE 
CREAM—A COMBINATION OF GOOD 
ARTICLE, EXCELLENT DISTRIBUTION 
AND WIDE ADVERTISING DO THE 
TRICK. 


In August, 1902, not quite five 
years ago, F, W. Stecher, a Cleve- 
jand druggist, decided that a 
massage cream that he had been 


at least good enough to advertise, 
so he invested $229 for two ad- 
yertisements—one each in Mun- 
seys and the Delineator, This 
year, the Pompeian Manufactur- 
ing Company, of which Mr. 
Stecher is now president, will 
spend nearly a quarter of a mil- 
lion dollars in advertising his 
massage cream, and next year the 
ppropriation will be considerably 
larger, 

Advertising a good product in 
the right way did it. From the 
first, Mr. Stecher and his asso- 
ciates pinned their faith to print- 
e's ink, As fast as money came 
in it was put out again in adver- 
tising, The business public saw 
only the advertisement and 
thought the game an easy one. 
Countless imitations were put on 
the market. But the money of 
imitators was generally traded for 
experience alone. The Pompeian 
Company simply proved the old 
truth that success lies principally 
in doing the right thing first, The 
massage idea as first expounded 
was comparatively easy. It was 
possible to expend money in ad- 
Vertising and get it back more or 
less quickly. Not so with the 
campaign of imitators. 

And though the Pompeian 
Company was first in the field and 
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made the most of getting the 
jump on the dealer and consumer, 
yet its early days had many du- 
bious hours, particularly when the 
peculiarly delicate nature of their 
product made it seem almost im- 
possible to manufacture it without 
occasional great loss in maintain- 
ing the necessary quality. 

One instance in the early days 
is worth recording. About a year 
and a half after advertising had 
been started things were going 
nicely and a big lot of cream had 
been sent out. But during a cer- 
tain period the expert chemist was 
unable to analyze all raw and fin- 
ished products, and reports began 
to come in that the cream was not 
keeping as it should. Thousands 
of dollars’ worth of it were out on 
druggists’ shelves all over the 
United States. To take it back 
might mean bankruptcy. It was 
a momentous question, but the 
men at the head decided that the 
cream must come back at any 
cost. So it was sent for. Express 
was paid both ways, and new 
cream that would keep replaced 
it. This act of honesty cost 
$15,000 and almost broke the 
company. It was a close squeeze 
but the confidence inspired and 
the friends made by the act offset 
the great expense, and since then 
Pompeian Massage Cream as 
kept on the road to success. 

When the company started there 
was not only no massage cream 
advertised but there was also only 
a small market for the product. 
To-day the Pompeian Company’s 
cream remains the only “rolling” 
massage cream that is nationally 
advertised, but the whole world 
has been taught to use massage 
cream and is using it. By “roll- 
ing” is meant a quality that makes 
the cream rub in and roll out, 
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bringing the pere-dirt with it. Of 
course the principle is the op- 
posite to that of a cold cream, and 
the two should not be competitive, 
as each has its purpose. 

To-day there is not a civilized 
state on earth which does not 
order Pompeian Cream. The 
makers consider this fact the best 
evidence of merit that they have. 
But the fact that makes the for- 
eign orders come is the same fact 
that accounts for the failure of 
other makers to advertise on a 
national scale; namely, that the 
Pompeian Cream is one of the 
very few that has been perfected 
so that it has a high degree of 
sustained quality. Just what 
process or ingredient gives the 
cream this virtue is what thou- 
sands have tried to discover, but 
so far it seems to have eluded 
most everybody. 

In Cleveland alone a_ half 
dozen other massage creams have 
been exploited without success. 
Competition found that it not only 
had to deal with a fickle article 
but with a cream whose aggress- 
ive advertising had given it prac- 
tically complete distribution. The 
dealer is retreating further into 
his shell every day, and it takes 
a bigger and bigger advertising 
outlay to draw him out. “Create 
the demand,” he says, and in a 
voice that has less encouragement 
daily, 

The Pompeian people adopted 
a peculiar shaped jar and it has 
become the model for many imi- 
tation massage creams. Pompe- 
ian Cream was made pink in color, 
and strangely most other massage 
creams are pink, too. But in- 
fringments on the Pompeian label 
and style of jar have been prose- 
cuted relentlessly and in most 
cases successfully. Still nobody 
seems disposed to see how close he 
can come to the name “Pompeian” 
without seeming to infringe, and 
it is whispered that even the 
Pompeian people themselves might 
admit in the seclusion of a di- 
rector’s meeting that there are 
other names more easily remem- 
bered and more easily and unhes- 
itatingly pronounced and spelled. 

During the five years that Pom- 
peian Cream has been advertised 


two objects have been kept ; 
mind; one was to effect distriby 


mand by educating people to the 
value and use of the creain and 
to — these people to the dealer 
To-day distribution is 

tically complete. The 

may be obtained in every tow 
and village in the country. Thi 
spring nearly 9,000 druggists ha 
window displays lasting trom ond 
week to a month, and 3,000 drug 
gists were using Pompeian elec 
tros in their newspapers by specia 
arrangement. 

This year the company is using 
sixty magazines. Pompeian ad 
vertising appears eight or 
times a year in the magazines, the 
spaces taken being full pages i 
magazines of standard size, an 
200 to 224 lines in such papers as 
the Saturday Evening Post, Col: 
lier’s, Success, the Woman’ 
Home Companion, etc. 

Back pages and _ colors 
been popular with the company 
this year. These were taken in 
Good Housekeeping, All Stor) 
Magazine, Argosy, Associated 
Sunday Magazines, Everybody's, 
American, Success, Christian Her- 
ald, Home Magazine, McCall's, 
and a colored insert in Collier's 
In February the company ran th¢ 
largest ad in its history, a doublf 
page, one color, in the Saturday 
Evening Post. This one ad cos 
$3,600, nearly eighteen times thi 
entire first advertising appropria- 
tion of the company. 

All of the Pompeian Cream ad- 


the jar is used, too, but the woman 


always. One woman’s picitre has 
been seen by perhaps more mil- 
lions of people through Pompeian 
advertising than that of any other 
model in the country. The name 
of this woman is carefully con- 
cealed but she lives on Long 
Island somewhere. One very ef- 
fective advertisement showed the 
mother and the boy, and asked 
readers to decide whether they 
were thus related or were brother 
and sister. The point, of course, 
was that Pompeian Cream pre- 
serves youth, 

(Continued on puge 6’. 
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«The Bulletin every 


evening goes into 


nearly every Phila- 


delphia home.” 


NET AVERAGE FOR MAY 


245,835 Copies a Day 


“The Bulletin’s” circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 


WILLIAM L. McLEAN, Publisher 
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Just by the way, it may be re- 
marked that the Pompeian people 
are helped to judge the attractive- 
ness of their cuts by the number 
of proposals sent them to be 
transmitted to the model. Some 
come in every week. Many men 
also write in for samples and say, 
“T want my wife to keep young 
looking.” 

All advertisements are keyed 
and the results systematically tab- 
ulated for the use of Mr. W. W. 
Wheeler, the advertising director. 

About 2,000 letters are received 
every day asking for free sample 
and booklet, that are offered in 
every advertisement. Until a year 
or so ago people writing for 
samples were referred to a specific 
dealer, but since such complete 
distribution has been effected a 
form letter, stating that the near- 
est druggist has Pompeian Cream, 
is sent to each inquirer. 

Inquiry costs are carefully kept 
track of and they range as low as 
sixteen cents. Users of massage 
cream seem to be about equally 
distributed through all the social 
strata. Perhaps no inquiries come 
directly from kings or queens or 
from the poorhouses, but all the 
way between women and men 
seem interested. 

Speaking of men and massage 
cream it might be well to say right 
here that men are interested al- 
most as much as, women. Just 
now a special effort is being made 
to get the men. Cleanliness and 
the use of the cream after shav- 
ing are the appeals for men, and 
advertisements are running now 
that will reach about 30,000,000 
readers of magazines with a mas- 
culine bias. 

Pompeian Cream has always 
been advertised distinctly as nota 
cosmetic, but a cream which pro- 
motes good looks through clean- 
liness. Coupons have been used 
extensively, ard the experience of 
the company is that they facilitate 
answering and increase the num- 
ber of replies received. 

Painted bulletins are being used 
to some extent. 

Occasionally big excursions are 
made into the newspapers. This 
is usually when some out of the 
ordinary opportunity offers, such 


as was the case on May 12th when 
a page was used in the Cleveland 
Leader. The Leader had justan. 
nounced that Miss Pearl Sebolt, 
of Florence, Ohio, had bee: ad. 
judged the most beautiful woman 
in Ohio, The paper carricd on 
the contest and of course OM. 
righted the picture of Miss Scbolt, 
As soon as the winner had been 
announced the Pompeian people 
wrote Miss Sebolt congratulating 
her and offering as a tribute a 
dozen jars of their cream. Quite 
unexpectedly the beauty replied 
with thanks stating that she was 
not a stranger to the merits of 
their product. Here was a chance, 
A page was quickly secured and 
with Miss Sebolt’s picture in one 
corner and the Pompeian jar in 
another, and with the two letters 
side by side, the tide was taken at 
the flood and Pompeian scored a 
local triumph. 

Copy for the Pompeian ads is 
written partly in the office of the 
company and more largely in the 
office of the George Batten Com- 
pany, New York, which places all 
of it. The Pompeian account from 
the very start has been in the 
hands of Mr. W. H. Johns, vice- 
president of the Batten Company, 
and large credit is due him for 
the growth of the business. For 
printing circulars, booklets and 
small advertising matter, as well 
as office forms, the company has 
a little printing plant of four 
presses. From the Cleveland 
office all the inquiries are handled 
and the correspondence and work 
with 50,000 druggists and almost 
as many barbers is carried on. 
The advertising department keeps 
in touch with the people who 
handle the cream, asking them 
questions as to the attitude of 
consumers and the effect of ad- 
vertising. 
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Weed Out 
Weak Mediums 


and Make Your List Stand the Test 
of Actual Cash Returns. 








Publications which do 
not bring inquiries and 
a large percentage of 
orders should be ruth- 
lessly eliminated. 


The Pierce Publications 
invite the severest tests to which 
advertising mediums can be sub- 
jected. If they do not ‘make 
good” they do not expect to be 
retained. 

The Pierce Publications are the best papers in the 
most productive class of mediums—the agricultural press. 

The Pierce Weeklies (THE IowA HOMESTEAD, of Des 
Moines, Iowa; THE FARMER AND STOCKMAN, of Kansas City, 
Mo., and THE WISCONSIN FARMER, of Madison, Wis.), are the 
strongest localized agricultural proposition covering a contig- 
uous field in the world. 

The Pierce Weeklies have 58,283 subscribers in Iowa, 
21,048 in Wisconsin, 17,359 in Illinois, 15,542 in Nebraska, 26,215 
in Kansas, 19,575 in Missouri, 11,286 in Oklahoma and Indian 
Territory, 9,880 in Minnesota, 6,975 in the Dakotas, and about 
7,000 in other States and foreign countries. They cover the 
richest agricultural region on earth, Combined circulation of 
the three Pierce Weeklies, 190,000. Price of display space, 60 
cents per agate line, flat. 

The Pierce Publications also include two monthlies, 
the beautiful FarM GAZETTE, Des Moines, 60,000; and THE 
HOMEMAKER, Des Moines, 120,000. 

Space in the five Pierce Publications, 370,000 circulation, 
$1.00 per agate line, flat. 


THE PIERCE PUBLICATIONS, 
Central Office: Homestead Bldg., 
DES MOINES, IOWA. 
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CUSTOM TAILOR’S ADVER- 
TISING. 


WHAT THE ENGLISH TAILORS ARE 
DOING—PROSPECTS OF MAIL-ORDER 
BUSINESS—MAGAZINES, BACKED 
BY FOLLOW-UPS, GOOD MEDIA.- 


No matter from what point of 
view the problem of custom tail- 
oring as a business-getting propo- 
sition is studied, one cannot help 
being impressed with its great 
possibilities. The field for cus- 
tom tailoring, in the vast major- 
ity of cases, has only just been 
scratched over. It is surprising, 
on looking around, to find the 
trade composed of so many small 
merchants who will cheerfully tell 
you that they could not get more 
business if they tried. 

On the other hand, there are 
many men in the business, seem- 
ingly intelligent, who, when ques- 
tioned on the subject of increased 
business, coolly shrug their shoul- 
ders and launch the statement that 
they could not handle more busi- 
ness if they got it. They forget 
that the concern with orders on 
its books can always procure 


ample financial accommodation to 


execute those orders. Banking 
institutions, for instance, will 
freely support the honest mer- 
chant, provided he shows signs of 
progression; but seldom assist the 
man who is satisfied to stand still, 

It is next to impossible to find 
such conditions existing in any 
other line. The men who direct 
those lines of business that have 
achieved the greatest successes, 
look upon the man with sufficient 
earning power to buy and pay for 
their product as profitable game. 
They go after him, using legiti- 
mate methods, until he is either 
on their books as a customer, or 
a reason for failure to secure his 
trade is known. 

Were the tailor to follow this 
plan, there is not the slightest 
doubt that the government statis- 
tics would not show the decrease 
of twenty-five per cent in custom 
tailoring establishments that they 
now do. The chief trouble with 
the tailor is that he does not un- 
derstand mankind as he should. 

He imagines that were he to 
launch out as an advertiser, he 


would create the impression in the 
mind of the average man that his 
productions were just clothing 
not creations. He absorbe: this 
idea long ago, no one knows how, 
and although he is up-to-date 
enough to change his ideas on 
style in clothes with each season, 
he still sticks to his old prejudice 
on the subject of increased busi. 
ness. In his very limited knowl. 
edge of business’ methods, he can 
usually be classed with the artist 
and the author. 

In every instance where a man 
possessing business-getting knowl. 
edge has combined his efforts with 
those of the tailor, the business 
has gone ahead. Nevertheless, the 
tailor is not content to run along 
in his present rut. He would be. 
come a bigger merchant if he 
only knew the way, and could be 
made to understand that his 
status as an _ artist-in-clothes 
would not be impaired by adver- 
tising—provided it is of the right 
kind. His financial standing is not 
usually a large one, but generally 
is sufficient for the preliminaries 
of an aggressive campaign that 
would enlarge his business. 

It will surprise many advertis- 
ing men to learn that English 
custom tailors advertise toa large 
extent in magazines and _ illus- 
trated papers. That it pays hand- 
somely is evidenced by their con- 
tinued appearance year after year, 
Take one English magazine alone 
—The Illustrated Sporting and 
Dramatic News—and we find 
quite a number of custom tailors 
using eighth and quarter page 
spaces for special display ads. The 
American custom tailor may tell 
you that these London tailors do 
only the cheaper class of business; 
but this is not so. The writer, 
who is a practical tailor and de- 
signer of men’s clothes, _ has 
worked at his profession in the 
West End of London, and _thor- 
oughly knows the personnel of the 
firms advertising in the magazine 
quoted above. With two excep- 
tions, they are doing the medium 
class trade. Messrs. E. Tautz & 
Sons, and Hammond & Co., Ltd, 
are firms famous among members 
of the trade as two of the most 
exclusive custom tailoring houses 
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in Great Britain. They are the 
two exceptions mentioned, and use 
a half page space to tell their 
story. They are the largest users 
of magazine space in the ex- 
cusive tailoring trade. 

First-class tailors who adver- 
tise in magazines are not confined 
to London, for in almost every 
city in the provinces of Great 
Britain we find tailors using them 
profitably. As an example, take 
Hamilton & Co. of Portrush, Ire- 
land, who, starting out in a ‘small 
way, placed almost the whole of 
their capital in a magazine and 
newspaper campaign, with the re- 
sult that to-day they are in a very 


enue, New York. His view is a 
fair sample of that held by the 
majority of the men in the trade. 
He had tried newspaper advertis- 
ing in New York City, his ads 
appearing every other day for 
two weeks. He had advertised in 
Horse Show and other similar 
programmes. He could not trace 
any appreciable results from this 
expenditure, and in consequence, 
figured that advertising did not 


ay. 

If he intended using newspa- 
pers, he should have used them, 
say, three or four months, start- 
ing with the beginning of the sea- 
son, and regularly changing his 
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substantial way of business, and 
are one of the biggest mail- ‘order 


establishments in the 
United Kingdom. There is not 
the slightest doubt that these 
English firms do not continue to 
advertise for the fun of seeing 
their names in print. Their con- 
tinied appearance is profitable to 
them. 

An illustration of the attitude 
of the majority of the tailoring 
men of the United States on 
magazine and newspaper publicity, 
can) be obtained from a conversa- 
ticn the writer recently had with 
a prominent tailor on Fifth av- 


tailoring 


copy. It would have paid to have 
cut out his programme advertis- 
ing and put in an aggressive fol- 
low-up system. He should, above 
all things, have placed his adver- 
tising in the hands of an agency 
or practical advertising man, who 
would stand a far better chance 
of procuring results than the 
tailor. The tailor can make 
clothes but cannot create pulling 
advertisements. The advertising 
man can create pulling advertise- 
ments but is a fool when he tries 
to make clothes. Most tailors 
fancy they can design and write 
their own advertisements, but here 
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is a sample received through the 


mail. It is supposed to be a busi- 
ness-getter : 
New York, May 6, 1907. 

Dear Sir—Owing to the month of 
March being a large borrower this sea- 
son, and having borrowed the whole of 
April—hence accounting for your delay 
in ordering Spring clothes. 

That being the case, you need not 
wait any longer. March has no credit 
with May—no more borrowing. You 
will save time by taking our word for 
that. We look for-you on the next 
train to inspect our New and Extensive 
Selections, Yours as ever, 





This is a form-letter. It is in- 
tended as an advertisement. How 
many people receiving it would 
feel like placing their orders with 
the firm? It is more likely to 
create the impression that the 
firm’s productions were as greata 
joke as their letters. It is just a 
waste of paper and ink to send 
out such “literature.” 

No better form of advertising 
for the tailor could be devised 
than the follow-up system, but the 
matter must be effective, well 
written and tastefully displayed, 
otherwise it is a waste of money. 
Back this with general publicity, 
and the business cannot help com- 
ing along. 

It is a good plan to quote prices. 
There’s hardly a man who does 
not want to know “how much” 
before he commits himself to a 
tailor. Most of the English firms 
who advertise, not only quote 
prices, but their copy is designed 
to draw mail-order business. W. 
Evans & Co., besides other media, 


use the weekly edition of the 
London Times. In their adver- 
tisement they include a_ self- 


measurement form and_ publish 


their prices, which run up to 8 
Guineas ($42.00) for a Drvss 
Suit; 5% Guineas ($29.00) for a 
Sack Suit; and6 Guineas ($31.:0) 
for an Overcoat. 

The custom tailors of the Uni- 
ted States could be made to open 
out a8 advertisers. Their status 
as exclusive expert tailors would 
not be impaired, but their ordin- 
ary business would be increased, 
and an extensive mail-order buisi- 
ness procured. 

Marcus SIMPson, 

Editor American Gentleman. 











PAGE AFTER PAGE 
GET-RICH-QUICK 


Advertising is refused pub- 
lication in’ THE COHICAGO 
RECORD-HERALD which is 
printed by some of its con- 
temporaries. 


Did you ever hear of a “‘get- 
rich-quick” scheme which 
paid an honest dividend? 


May, 1907, Circulation 


Daily average - - 151,175 
Sunday average - 216,550 


THE CHICAGO 
RECORD-HERALD 

















Che Des Moines Capital 


as usual, published more advertising of all kinds in April in twenty-six 
issues than any competitor in thirty issues. The CApiTaL is abso 
It has the largest circulation in Des Moines 


lutely first in its field. 


and the largest in the State of Iowa. 
youre after business in this great commonwealth the CaPITAl 
It gives the biggest service at the lowest cost. 


will get it for you. 


Eastern Offices—0’MARA & ORMSBEE, Brunswick Bldg: - New York, N. Y. 
LAFAYETTE YOUNG, Publisher. 


It is a State newspaper and ii 
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“ae THE JUNE MAGAZINES 
Ss r . 
: — Field and Stream Pages Ag. Lines 
? hs An interesting analysis of the oe — ’s Maga- 48 10,798 
oS S COIS. Jesscccscore 
first sixty days of a magazine House and Garden (cols. \ 2 aoe 
” campaign is made by the Ireland Ladies’ World (cols). 69 10,078 
i ency, Philadel nd Designer (col = 
one ag , ade phia, following: a Tech Cols.).... 240+. 73 8 
; en report from its client on inquiries coualcel World Maga- 9,857 
tatus feeeeee —— beeeeeee 6 
“ ‘ld and orders received. This partic Harper’s Bazar..... 42-9873 
tld ular campaign - Out West (May)... “2 95444 
rdin- d paign was somewhat re- Garden Magasise j a 9,296 
ae -_ in mediums, for it in- Lippincott’s ... m6 oo 8). tke 9,158 
aie clude¢ only the Saturday Even- McCall’s Magazine (coisj: 88 8,927 
4 ing Post, McClure’s and Munsey’s. Current Literature. reves 37 Baa 
But with these three magazines World’s on ae 37 «8,288 
a the advertiser managed to reach Et he ve cet a 488,18 
= twenty-five million readers in two Etude (cols). gocsarwve vas 48 } yas 
= 4 months, on a basis of five readers Home Tangy 35 1952 
: foe “oa a yg of five mil.  Popalet Magazine......:0. 33 7,671 
iE pies of the advertisement Travel Magazine (cols. = = 
were circulated in that time. The Theatre (cols.)...... s.)eee 49 7,031 
Saturday Evening Post, four in a Soho 
| = 725,000 circulation, gave Kf 30 6,916 
,000,000, St 30. 1806 
K pd de with 6 Ag: yon Au sory Magazine ye Sate 
50,000, had two Overland onthly (M 29 (6,692 
insertions, and McClure’s ( petra od (May). 28 6,422 
uD- 000) also had two. he Circle acnmbdll 28 6,272 
wi = concerning the character of the pie cae | Magazine... 2 soe 
is advertising or H 1 Boy (cols.).... 29 88 
: g or product, or about Health a“ 2 o a 
- ae oe eeocces 24 5 476 
ADVERTISING INLEADING MONTHLY = f&tam’s oie ae 5433 
MAGAZINES FOR JUNE. as lS 
et- (Exclusive of Publishers’ own advertising.) Wide World’ Magazine — = — 
ng. le World Ma axine.... 192 
ch World’s Work. — pool na ay onc gg 3 : ‘i539 
eecereres s i nv 
ms! Life in| America 17S 90848 a ichalas..vevevescson 7 3808 
Review of Reviews........ 218 375537 New Foatand Manasina. 36 31584 
McClare’s 00000 cccees. o oe Benzi, crs Ma iagasing... 18 3,360 
oe a gusne(cols) 7 Sag 
sa eeeecereeees b) got cocce eoece 12 
15 —_... eocees 127 98,892 Transatlantic ,Tales...... 12 — 
Cosmopolitan. Res eo ae 26,368 Ocean. aks eeeanens 8 7 2 
50 poe Home Journal 115 25,800 Philistine (May).......+ 5 sige 
ania pias +> aseeesseeee 19 18S 
Pm oe ma 118 93,600 ADVBRTIS : 
Sunset (May)..+-s. 23,504 MAGAZINES FOR MA. aeeny 
Keribner’ Biase an 22,975 (Exclusive of Publishers’ snag 
) ti . Monthly... es pr Week ending May 4: rs’ own advertising.) 
(May)... ne Ss Col ‘ 
AS Pe ances Saturday Eveni s. Ag. Line 
= lee yh Magazine. | ants? sal a. een — ; as. 8 sats 
= Pacific Wionthly..s-. -..: . 695—(2t.ga8 a PO ee Sree ba oo 
— Woman's: Home a" g2 20,667 von en (pages). coos 38 zane 
coma TB fm wee. “SE 3) 
Good H tatecseess 93 18 iterary Digest...... 1085 
t Reater ss cucu yes sae 33 7 pe (aDCE) ceca coxe = page 
rurhandatavonls)..... 77 17,439 nu! nman .....++ ©-cccce i 
+ fade andres A Christian Herdd......... 33 59479 
mr, papas 120 ~—- 16,148 cientific American...... 1 31917 
ale ~ (eaipnele 67 18.046 Leslie’s Weekly...... Kd 35705 
SPOOR EET a oevsestoes 84 14,451 ey Sunday Maga- 5 3,152 
Yachtin acs &, wee cove 63 14,228 Chr se hiaceadi kaos aaa ani 15 8 
7 Morn eer danke, bee 13,824 ristian Endeavor World 14 25 iY 
: Ame rican Homes and Gar- 78 13,348 +4 Week ending May 1: ing 
ae — (cols.)..... iat 74 eecaid om ‘ H , 
YS ae ete 1405 aturd: Ft Baas 4 9531 
Me — RPANPisesese% a4 pon Vorgteressecn annen ¢ 73938 
; RE eee 3 ’ hnatieee. 7,668 
he uusekeeper (cols.) ..-++« > pee Outlook (pases) AOR = i 
| — Beautiful (May— 5 11,205 Churchman... Senecescwe = 6,892 
: ‘ SRE RE slie’s Weekly.....+.+.. 5 4,092 
Recreation (Cols.).....++++« 65 wan Christian Herald. pngbe ts Hs _- 
stI0 Christian Endeavor World .. i 
’ 
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Cols. Ag. Lines 
Independent (pages)...... 16 35584 
Associated Sunday Maga- 

ee ee ee . 3,569 
Scientific American...... 14 2,875 

GER sae stecvcccvesscccescs 20 2,807 

Week ending [lay 18: 
Saturday Evening Post.. 61 10,494 
Ee re 50 9,600 
Literary Digest.......... : 5,747 

PR ieee sesnes Ssbeenbeve 40 5,625 
Leslie’s Weekly...... coos 28 5.600 
Outlook (pages) .......... 25 5,600 
WOE i ckces caetdeecocees 34 5,410 
Churchman. . .....eee+s. 25 4,083 
Christian Endeavor World 18 3,486 
Independent (pages)...... 3360 
Associated Sunday Maga- 

=a 15 2,755 
Christian Herald......... 5 2,646 
Scientific American ...... 12 2,496 

Week ending May 25: 

Lo rr rr 177 27,730 
Outlook (pages)... ....++ 102 22,904 
CI Wascnssarecex asecce OS 11,988 
Saturday Evening Post... 62 10,540 
Literary Digest..... ee $85 7,859 
Churchman......... oe 28 4,512 
Independent (pages)..---- 16 3,584 
Leslie’s Weekly.......+ oe 37 31505 
DED toh cchccnasanboee we 3298 
Scientific American...... 1 3,174 
Associated Sunday Maga- 

SUR cbs ebaNeesssances > 15 2,812 
Christian Endeavor World 12 2,329 
Christian Herald......... 12 2,096 

Week ending June 1: 

SEE Mina webscascsoenss 51 9,700 
Saturday Evening Post... 45 7,050 
Literary Digest.......... 44 6,348 
Outlook (pages).....+.+++. 27 6,203 
Churchman,.......++++++ 35 5,700 
_ ees oe 5,538 
Leslie’s Weekly.......... 21 45234 
Christian Herald......... 22 3,825 
Independent (pages)...... 17 3,808 
Scientific American....... 16 30317 
Associated Sunday Maga- 

WEB. 05 505 Lube Saanase 13 2,384 

Christian Endeavor World 12 2,334 
7! yee caaeebann seonne 88 1,900 
Totals for [May : 
Vogue ...... 54,361 
Collier’s 49,891 
OS . 48,095 
Saturday Evening Post... 46,667 
Literary Digest......... 34,804 
Churciman ..... cccccvece 23,871 
Independent .......s.e000 22,848 
RA ° 22,161 
Leslie’s Weekly.......... 20.557 
Christian Herald........ 16,386 
Scientific American...... 15,567 
Christian Endeavor World 14,533 
Associated Sunday Maga- 
SUE eons, cawsn sche od 14,357 





the form the advertiser’s proposi- 
tion took. But the agency figures, 
first, that one-third of these read- 
ers were of the kind the adver- 
tiser wishes to reach, or 8,500,000. 
Second, the advertising was prob- 
ably read by one-half of these de- 
sirables, or 4,250,000. Third, it is 
necessary to allow a wide margin 
for duplication in so restricted a 
campaign, and so fifty per cent is 


-anything very vital, 


deducted on that account, aui! the 
net number of readers that it js 
safe to assume have been re:iched 
and made familiar with the prop. 
osition is about two million. The 
direct mail orders received by this 
advertiser are taken as a basis for 
estimating the pulling power of 
the different mediums, On a basis 
of actual cost per sale, counting 
these mail orders alone, it was 
found that the three magazines 
pulled with a surprising degree of 
equilibrium. Irrespective of cost 
of space, or number of insertions, 
the cost to get an order through 
the Saturday Evening Post was 
29 per cent, through McClure’s 34 
per cent, and through Munsey’s 
37 per cent. While the Saturday 
Evening Post made the best 
showing in actual cost, however, 
McClure’s brought the best re- 
turns on a basis of circulation, 
and Munsey's stood second. This 
is explained, says the agency, by 
the character of each magazine 
rather than circulation, as Mc- 
Clure’s was deemed to be best 
suited to that particular advertis- 
er’s proposition. While these de- 
ductions are not held to prove 
and would 
certainly not apply to other cam- 
paigns, still they give valuable 
pointers on the drift of the cam- 
paign, and are considered worth 
making at the outset. 





MAGAZINE NOTES. 


The Hibbert Journal, England’s well- 
known quarterly review, has lately sent 
its editor, Professor L. P. Jacks, to 
this country to form an American ad- 
visory board and secure American con- 
tributions. Business arrangements have 
also been made for advertising and 
circulating the publication in __ this 
country. 


Samuel S. Chamberlain, the new ed- 
itor of the Cosmopolitan, was formerly 
connected with the New York 4meri- 
can as managing editor, and_ before 
that editor of the San Francisco Ex- 
aminer. In the early Eighties he 
founded the Morning News at Paris, 
France, and was also on the staff ot 
the New York Herald. 


The American Boy submits some in- 
teresting figures on subscription re- 
newals. When that magazine was start- 
ed seven years ago, says J. Cotner, Jr., 
an experienced publisher expressed the 
opinion that a publication for boys 
would have to seek a new clientele cach 
year. But last December, the heaviest 
month on expirations, the American Boy 
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sueceeried in getting over sixty-seven 

r cent of renewals on expired sub- 
scriptions, by easy and inexpensive 
means, while its average all year round 
is sellom below sixty per cent. 


Field and Stream now guarantees the 
reliability of its advertisers, and is said 
to be the first sportsmen’s magazine to 
In a recent issue appeared this 


do $0. we appearec 
pertinent talk on substitution: “Stung! 
Stung? Sure we have been stung, one 


way or another, not always by a wasp, 
but many a time by an unscrupulous 
merchant who has persuaded us to buy 
something “‘yust as good,” when we 
have asked for an advertised article. 
He pushed the substitute, as it yielded 
him a greater profit, The wise boy who 
is stung once is pretty careful about 
fooling with the wasp’s nest the second 
time. We offer you the preventative. 
Buy advertised goods, as they have a 
reputation to sustain, and we join with 
the manufacturer in guaranteeing them. 
When, therefore, you see a brand of 
goods advertised with us, it generally 
means that this brand has been on the 
market for some time, that the goods 
are made with all the economies pos- 
sible to the large producer (and so can 
be sold cheaper, quality considered), 
are already more or less established in 
public favor, are widely distributed, and 
that a responsible firm is willing to 
back their merit with its money.” 


After much careful thought, Success 
has decided to exclude all investment 
advertising of a speculative character, 
because it is difficult to absolutely draw 
a line between good, doubtful and bad 
in this field. The publishers say: “Is it 
possible for the publisher to discrim- 
inate, admitting only those enterprises 
that are surely good? First of all, he 
must personally, or through some trust- 
.ed agent, investigate every proposition 
submitted to his advertising columns for 
acceptance or rejection. Are reputable 
people behind the proposition—have they 
something to lose in reputation or 
money that will make them cautious 
about allowing their names to be used— 
do they honestly believe in their own 
enterprise, and have they a past record 
of good judgment in business matters? 
The second stage would be for the pub- 
lisher himself to form his own opinion 
as to the success or failure of the en- 


terprise. Usually ke knows little of the 
special business, and his judgment 
would be that of a layman. Perhaps if 


he is very conscientious he gets the 
opinion of someone else in the business 
under investigation, but he cannot place 
much reliance upon such an opinion, for 
it may. be biased either for or against 


the enterprise in question by some 
secret influence of which he knows 
nothing. When the publisher finally 


completes his investigation, he may be 
personally satisfied of many things, but 
he knows in his inmost sou! that all 
business enterprises are more or less 
speculative, and success in these days 
of strenuous competition depends so 
greatly upon the skill, acumen, persist- 
ence, and financial strength of the one 
man at the head of the enterprise that 
if anything happens to him, even as- 
suming that his ability and honesty are 
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‘hiv ago, Journal Amer. Med. Ass’n, weekly. 
a ody Feb., Mch., April, 1907, 50,562. 
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Actual average for 1905, 182,175. 
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Wee 
THE MAGAZINE OF BUSINESS 


Columbia Phonograph Company 
Sole Sales Agent for the 
American Graphophone Company 
Grand Prize, Paris, 1900 and St. Louis, 1904 
Epwarp D. Easton, President 


THE SYSTEM COMPANY, 
151 Wabash Ave., 
Chicago, Ill. 
GENTLEMEN: 

It gives me much pleasure to inform you 
that our advertising record for the two years 
and upwards, during which we have been using 
System, shows that our returns from this ad- 
vertising have been approximately 125 per cent 
greater in actual business than the returns 
from any other medium which we are using to 
advertise the Columbia Commercial Grapho- 
phone. Very truly yours, 

J. W. BINDER, Manager. 


VEN 
THE MAGAZINE OF BUSINESS 
LL LAINE TOOBIN 


all that may be desired and the pros- 
pects for the enterprise bright beyond 
the ofdinary, failure may readily re- 
sult. Under such conditions two courses 
are open to the puzzled publisher. The 
one is to say in effect, “Well, I would 
invest in that proposition myself and 
take chances—and what is good enough 
for me should be good enough for my 
readers.”” This seems easy. But it in- 
volves a long chain of consequences, 
The second course is to lay down the 
rule that he will refuse the use of his 
columns to speculative stock selling ad- 
vertising. He will not attempt to dis- 
criminate, thereby establishing prece- 
dents which will surely come back to 
worry him. If he adopts the one 
simple principle of excluding all specu- 
lative advertising, he cannot be accused 
of unfairness as between advertisers, 
and while he will of course suffer in 
advertising revenue he will at least have 
the satisfaction of knowing that he has 
done his part to protect his readers 
from those sad and serious losses which 
come so often when little fortunes are 
swept away or investments cannot be 
realized upon when money is needed. 























A MAN complaining that the growth 
of his business was hampered by the 
scarcity of good men to delegate im- 
portant duties to was recently reminded 
by a friend that human nature is to- 
day as it has always been, and that the 
complainant was voicing his own inade- 
quacy rather than a condition peculiar 
to himself or his own business.—The 
Mahin Messenger. 
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Ibex Moines, The People’s Popular Monthly, 





Staane GQétc Tnanrnal Daily aqreradge far 1906. 
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A Roll of Honor 





No amount of money cau buy a place in this list for a paper not having the 


requisite qualification. 





Advertisements under this 


from publishers who, accord. 


ing to the 1906 issue of Rowell’s “american Newspaper Directory. have submitied for 





that edition of the Directory a cir 


also from publishers who for some reason 


auly signed and datea, 
failed to obtain a figure rating in the 1%} 


Directory, but have since supplied a detailed circulation statement as described above, 


covering a 


period of twelve months prior to the date of making the statement, sucii state. 
ment being available for use in the 1907 issue of the American Newspaper Directory. 


Ur. 


culation figures in the ROLL oF Honor of the last named enaracter are marked with an (+), 


These are generally regarded the anes who believe that an advertiser has a right 


to know what he pays his hard cash fo 


The full meaning of the Star Guarantee is set forth in Rowell’s American 


Newspaper Directory in the catalogu: 


ue description of each publication possessing 


- No publisher who has any doubt that the absolute accuracy of his circulation 
tatement would stand out bright and clear after the most searching investigation 
would over for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising m » owe in Alabama, 


Journal, dy. dy. Aver. 1906, 9,844, 
ome newspaper of its city. 


ARIZONA. 
Phoostz. Republican. Daily aver. ian 
Leonard & Lewis, N. Y. Reps., Tribune B 
ARKANSAS. 


Fort Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily averaye i906, 4,298. 


a 
fi Sunset } 


@akland,. Heral 
mn Fr 
m4 192 to ms pages, | ay Average 


Montgomery, 
The afternoon 





19,667; Mar. 1907, 26.06%, Oly Catt Cali. 
Sornia daily cir culation guaranteed by 
Rowell’s Directory. 

mamas 
tion ten months beginn December, 1905, 64,- 
600. Home Offices, Flo Building. 

pig mension 

Denver, Post. New people—new homes—new 


needs—all supplied iy tite “Want” columns ot 
Denver Post. Cir.—Dy. 62,645, Sunday8?,160, 


&~ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 
apeigenert. Evening Post. Sworn dy. av. '06, 


Bridgeport. Morning Saagrem.,: oe ais 
Wri: jor May. 1907, = 


UA 
Lt Pgs 
TEED 


You can cover Bridgepo: bet 

Telegram only. Rate, i MKe. er ine, fat 
Meriden. Journal, evening. Actual average 
Sor 1906, 7,580. First four months 1907, 7.784. 


Meriden. Morning Record and Republican. 
Daily average for 195, 7,578; 1906, 7.672. 


New Haven, Evening Register, dy. Gomeet 
worn aver. for 1906,14,681; Sunday, 11,662 





New Haven, Palladium, dy. Aver. 1905, 8,686; 
1906,9,649, H, Katz, Special Agent, N. ¥. 
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New Maven, Union. Average 1906, 16, J 
First 3 mos., 07, 16.582, E. Katz, Sp. Agt.,! 


New London. Day, ev’ 
aver. for Apr., 6,510. E. 


Aver, 1906, 6,104; 
‘atz., Sp. Agent, aT, 


Norwalk, Evening Hour. Daily average guar- 
anteed to exceeds.100. Sworn circulation 
statement furnished. 


Nerwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6559; Apr., 1907, 7,028, 


Waterbury. blican, dy. A ‘or 1905, 
5.645; 100, BOS. Lan Coste @ Mecwioll. | 

DISTRICT OF COLUMBIA. 

Washington, Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (©@). 


FLORIDA. 


Jacksonville, Metropolis, dy. Average 1906, 
9,482. Mar. 07. 10,000, E. Katz, Sp. Agt, N.Y. 


GEORGIA, 
Atlanta, Journal, dy. Ar. mae. O88. 
day 998, Semi-weeicly & 6.781; arer. 1906, 
daily, 50.857, Sun., 53.988; semi-wy., 74. 916, 
ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4.580; 1906, 6,454, ° p - 


Sun- 


Cairo, Citizen. Daily average for 19, 


1,477. 


enone. Bakers’ Helper, monthly ($1.00) 
Bakers’ Heiper Co. Average Sor 1806, 4,017 (00) 


Chicago, Breeders’ Gazette tte, wy.; $2.00. Aver. 
circulation for year 1906, 70,000. 

Pay Dental Review, monthly. Actual 
werage for 1905, 8,708; for 1906, 4,001. 


Chicago, Examiner. Average 
Sor 1906, 


649,846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicago than any two 
other morning papers combined. 
Has certificate from Association 
of American Advertisers. 
Ci; lon for | 


i by the ae ~ — Rene Ne me) per 
nblishers 01 we! ews} 4 
Directory, ” , 


INK. 
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Chi: ago, Journal Amer. Med. Ass’n, weekly. 
Averiue Jan., Feb., Mch., April, 1907, 50,562. 


Ohicage, Record-Heraid. Average 1906, daily 
111.748; Sunday 211.611. Average April, 
j97, daily 151.648; Sunday, 216,377. 
iz’The absolute correctness of the latest 

circulation rating accorded 


PRINTERS’ INK. 


Des Moines, The People’s Popular Monthiy. 
Actual average for 1905, 182,175. 


Sioux City. Journal. 
sworn, 28,705. Morning, Sunday and Evening 
. Editions. 

Sioux Olty. Tribune, Evening. 


} Net sworn 
daily average 1906, 27.170: Apr., 1907, 81.888. 
You can cover Sioux City thoroughly by using 
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Daily average for 1906, 


the Chicago Record-Herald |, 

7 the Tribune only. Itis subscribed for by prac- 
's guaranteed by the pub- tically — family that a newspaper can tance 
lishers of Rowell’s American | est. Only Iowa paper that has the Guaran- 


Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con: 
troverts its accuracy. 





Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the oniy Chicago newspaper receiv- 
ing (QO). 

Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 





Peoria, Evening Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 


Crawfordsville. Journal. Objectionable ads 
excluded. Ly. and wy. average, 1906, 5,878. 


Evanaville. Journal-News, Ar. for 1906, 16.- 
899. Sundays over 18.000. E. Katz, 8. A.,N.Y. 


Indianapolia, Up-to-Date Farming. 1906 av., 
174,584. Now 200,000 4 timesa mo.,75c, a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24.612. 


Princeton, Clarion-News, daily and weekly 
Daily average 1996, 1,501; weekly, 2,548, 


Richmond, The Evening Item, daily. Sworn 
average net paid circulation for five montis 
ing, May 387, 1907, 5,816. A circulation of 
over 5,000 guaranteed in all 1907 contracts, Tne 
Item goes into 80 per cent of the Richmond 


waier mark. 27,610; average 
average for 196,24,615. Ahig 
of known circulation. Want advertisements a 
svecialty. 


teed Star, 


KANSAS. 


Hutchinson, News. Daily 1906, 4.260. Mar., 
1906,4,.650, E. Katz, Special Agent, N. Y. 


Lawrenee, World, evening and vee Copies 
printed, 1906, daily, 3.773; weekly, 8,084. 


Pittsburg, Headlight, dy. and wy. Actual 


average Jor 1906, duily 5,96 2, weekly 8.273. 


KENTUCKY. 


Lexington. Leader. Ar. 06,, evg. 5.157. Sun. 


6.798; Jan ,’07, 5,356, Sy. 6.891, L. Katz, 8. A. 


Owensboro. Messenger. Daily aver., 4 mos. 


ending Apr. 30, 07, 8.499; aver, Apr., 8, 702, 


LOUISIANA. 
New Orleans, Item. Average Feb , 1907, high 
‘or 1907, 27,847, 
lass newspaper 


MAINE. 


Auguata. Comfort,mo. W. H. Gannett, pub. 


Actual averaye sor 1906, 1,271,982, 


Augusta, Kennebec Journal, dy. and wy. 


Average daily, 1906, 7.656, 





Bangor. Commentel. Average for 1906, daily 


9.695; weekly 28,573. 


Madison. Bulletin, wy. Circ., 1906, 1,581, 


Oniy paper in Western Sumerset Co. 


Phillips, Maine Woods and Woodsman,weekly, 


homes. No street sales, 
J. W. Brackett Co. Average for 196, 83.07%. 


£2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


South Bend, Tribune. Sworn daily arerage. 
Apr., 197, 9,286, Absolutely best in South Bend. 


INDIAN TERRITORY. 


Muskogee, Times Democrat. 1905, average 
2.281; averuge 1906, 5,514. E. Katz, Agt., N. Y. 


IOWA. 


Rurlington, Hawk-Eye, daily. Aver. 1906, 
8.764. “All paid in advance.” 


Davenport. Times. Daily aver. May, 18.098. 
Circulation in City or total guaranteed greater 
{ian any other paper or no puy Jor space. 


Des Moines. Capital. daily. Lafayette Young, 
publisher, Sworn average circulation for 1906, 
11.%51. Circulation, City and State, largest 
n Iowa, More advertising of all kinds in 1906 
iu 342isgues than any competitor in 365 issues. 
Rate 70 cents per inch, flat. 


Dea Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation for Mar. dy. 80,722. 


Des Moines. Iowa State Register and Farmer, 
w’y. Aver. number copies printed, 1906, 82,1238. 
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lishing pompany. 
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Portland. Evening Express. Average for 1906, 


daily 12,806. Sunday Telegram, 8,041, 


MARYLAND. 


Baltimore, American, daily Average 1906, 


Sun., 77,488; d’y, 67.315. No return privilege, 


Baltimore. News, daily. Evening News Pub- 
Arerage 1906, 69,814. For 
, 1907, B1.188, 
absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
lishers of Rowell’s American 
ewspaper Directory. who will 
pay one hundred dollars to the 
Jirst person who succesajully con- 


troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (©@). Boston’s 
tea table paper. Largest amount of week-day adv. 


tet te te tek 


Boston, Globe. Average 1906, daily, 182,986. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


PW We WW 
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9006,9,.649. EH. Katz, Special Agent, N.Y. i Directory. 
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Wouldn't Do It! 


In Richmond, Indiana, there are two 
daily papers, both evening. One of them 
is Tue Eventnc Item. The other, which has 
been making great claims, finally disputed 
Tue Eveninc Irem’s supremacy in the cir- 
culation field. Tue Evenitne Item then 
made a bona-fide offer of $1,000 to either 
the Y. M.C. A. or any public charity if its 
claim of supremacy in circulation could 
not be proven. It offered to submit toa 
searching investigation, conducted by any 
circulation actuary a committee of local 
advertisers might select, agreeing to pay 
the expenses of such an investigation. 
Only two conditions were made. The 
other paper should submit to the same sort 
of an investigation at the same time, and 
the circulation proven was to be bona-fide, 
paid circulation. 7he other paper refused 
to agree to an investigation of its circulation 
claims and would not accept Tue Item's 
offer. Why? There is a reason! 








The Local Advertisers 


ot Richmond, Indiana, know the reason why 
the other paper would not consent to an 
investigation of its circulation. Although 
Tue Eveninc Item has advanced its local 
tates 20 per cent, seventy-five per cent of the 
heaviest advertisers of Richmond have signed 
yearly contracts with Tue Item, and they use 
it exclusively. ‘The largest advertisers in 











NMMTAT NMHC? Farr 
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the clothing business, the dry goods busi- . 
ness, the furniture business, the hardware 
business, the grocery business and the 
largest and only genuine department store 
of the city use THe Eventne Item ‘exclus- 
ively. They know Tue Eveninc Item has 
what it claims—the largest bona-fide circu- 
lation of Richmond and Wayne County. 





The Evening Item 


OF RICHMOND, INDIANA, 


goes into eighty per cent of the homes 
of Richmond. 


It has no street sales. 


It has a larger circulation in surround- 
ing towns of Wayne County, Indiana, and 
Preble County, Ohio, than any other paper, 
published anywhere. 


It has the largest paid-in-advance rural 
route circulation of any paper published 
and claiming circulation in Wayne County. 


It is the only Associated Press member 
in the Sixth Congressional District. 


It has a Guarantee Star from the Ameri- 
can Newspaper Directory and is on Print- 
ERS Inx Roll of Honor. 


Its circulation guarantee is a part of 
every contract. 





Western Representative, Eastern Representative, 


A, W. ALLEN, M. C. WATSON, 
1502 Tribune Bldg., Chicago, Ill. 256 Broadway, New York City. 
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BOSTON POST 


Average ~ Murch. 1907. Boston Daily 
Post. 240,148, increase of 6,465 over 
gennary._ aii Boston Sunday Post. 

K O7, 284,184, increase ot 5,481 

ary, 1907. First New England paper 

> = in wtinety pes. First New England paper 

to put in the autoplate. Hus in its big plant 

the largest and most expensive press in the 

world. Boston newspspers in amount 

of foreign business. “TheGreat Rreakfast Table 
Rew of New knglana.” 


homes of middle-class, well-to-do portion of com- 
munity. 


kd" The absolute corr of the latest 


circulation rating accorded 

the Boston Post, is guaran- 

fAttar=p teed by the publishers of 

AN Rowell’s American News. 

Maa paper Directory, who will 

pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 
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HMoelyoke. Transcript, dail; daily. at ~ _preer 
ending May, 1906, 3,359; 3 mos, 07,7 





Lynn, Evening Item. Daily sworn ar. year 
496, 15,068: Jan., 1907,av. 16,017. The Lynn 
family paper. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 
pa 


Tr. 


Springfield, Current Events. 
antees results, Get proposition. 


Alone guar- 
Over 50,000, 


Pag: oburn. News, evening and weekly. Daily 
.net paid cr. March, 1,523, Wkly, 1.481. 


Worcester. Evening Gazette. Actual sworn 
arerage for 196,11,401 copies daily; Feb., ’07, 
14,306; March, 1907.15.768. Largest evening 
circulation. Worcester’s “‘Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Woreeater. L’Opinion Publique, daily (© ©). 
Paid averaye Jor 196. 4,282. 


MICHIGAN, 


Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
April daily average. 7.786, 


UA 
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Jackeon, Patriot. Average Apr., 1907, 
7.645: Sunday 8,887. Greatest net cir- 
culation. Verified iby A. A. A. Sworn state- 
ments monthly. E ti | d 


Courier- Herald, daily, 
: April, 1907, 14.76 





Saginaw, rrr 


Average 16, 14.597 


Saginaw, Evening News, ow. Average for 
4906, 19,964; May, 1907, 20.511 


Tecumeeh, Semi- oe Herald. Actual 


average Jor 1906,1,1538 
MINNESOTA. 


Minneupolia, Farmers’ Tribune, twice a-week. 
J. Murphy, pub. Aver. Jor 1906, 37,886. 





Minneapolis, Farm, Stock and Panes. Panny 

Monthly. Actual averuge 19065. 87,1 er. 

age for 1906, 100.266; mos., 1907, tod. 100 

The absc tute accuracy of fi m 

Stock: «¢ Home's circulation re ing 
is guaranteed oy the ‘Amer ait 
Newspaper Directory. Circulati. » is 
practically conjine to the fari. erg 
of Minnesota, the Dakotas, Wes. »r 
Wisconsin and Northern Jowa 
it to reach section most pront. 


Minneapoli-, Journal, Daily 

and Sundayi\Q ©). In 1906 aver- 

age daily circulation 74.054. 

Daily average circulation for 

May, 147, 75,955. Aver. Sun- 
dau circulation, May, 197, 72.515. The ab- 
solute accuracy of the Journal's circuli) on 
ratings is “aghosieee by the American Neirs. 

paper Directory. It reacnesa 

greater number of the purchas- 

inq classes and gues into more 

homes than. any paper in its 

field. It brings results 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 196, 52.010, 
CIRCULAT’N Minneapolis Tribune. Ww 
J. Murphy, pub. Est. i87. Old. 
est Minneapolis daily. The Sun- 
day Tribune average per 
Sor the year ending Decemnb-r, 
1906, was $1,272. The daily 
iy iees Sevres Tribune arerage per issue for 
paper Diree. the year ending Dece nber, 1906, 

tery. was 102,164. 


UA 
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issue 


St. Paul. PioneerPress. Net average cir ~ula- 
oom Sor January—laily 35.802. Sunday 32,- 


The absolute accuracy of the 
Pioneer Press circulativn state- 
ments is guaranteed by the Ameri- 
can Newspaper Directory. Ninety 


scriptions is collected showing that 

subscribers take the paper because 
they wart it, All matters pertain- 
ing to circulation are vpen ‘to investigation. 


UA 
reg. 
TEED 


Winona. Republican-Herald. Av Mar.. 4.500 
(Sat. 5,200). st outside Twin Cities & Duiuth, 


MISSOURI. 


Joplin, Globe, daily. Average 1906, 15.254. 
Apr.. 1907, 17,248. E. Katz. Special Agent, \. Y. 
Kaneas City. —. 


Cire'n, 275.000, 
206.335 Weerly—d 10 De and ciassified, 40 
cents a line, flats 70,( ~— «nd Sunday —dis- 
play, 1Xe. ion Weekly 


and Me Phage nnd a. BF oma ou request. 
St. Joseph, News and Press. Circulvtion 
1906, $6,079. Smith & Thompson, Fast. Reps. 





&t. Louis. National Druggist,mo. Henry R. 
Strong, Editor ana Publisher. Average for 1906, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower, 
monthly. Average sor 1906, 104,200, 


MONTANA. 


Missoula, Missoulian. Every morning. 
erage 12 months ending Dec. 3/, 1906, 5.107. 


NEBRASKA. 


Lineoln. Deutsch-Amerikan Farmer, weekly. 
Average 1905, 147.082. 


Lineoln. Freie Presse, weekly. Actual average 
Sor 1905, 150.734, 
NEW HAMPSHIRE. 


nEeehesten, Union. Av. £906, 16,758, daily 
. H. Farmer and Weekly Un Union, 5,350. 


gers Telegraph. The The only daily i in city. 
Daily average year ending Dec., 196, 4,371. 
NEW JERSEY 


Asbury Park. Press. 1906,-4.812. Gained 
average of one subscriber a day for ten years. 


Ar 








‘ula- 
> 
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wer, 
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Camden. Daily Courier. Actual average for 
year en ding December 31. 1906, 9.020. 


Elizabeth. Journal. Av. 1904. 5,223 1905, 
6.515; 1906, 7.847; March, 1907, 8,161. 


Jersey City. Evening Journal. Arerage for 
190. 28.005. First four months 1907, 24,069. 


Newark. Eve. News. Net dy. av. for 1906, 
68.022 copies ; net dy. av. for Apr., 1907, 68,940. 


Trenton, Evening Times. Ar. 7906, 18.287; 3 
mos. dy. av. Apr. 30, 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
196. 16.251. It’s the leading paper. 


Batavia, Daily News. Average 1906, 7,227. 
Jan., 47.7474. Nothing like it elsewhere. 


Brookly Y. °Printers’ Ink sa: 
THE DARD UNION now has t b4 
largest circulation in Brooklyn. Ac- 
tual daily average. werage. for 1906, 49,289. 


Ruffalo, Courier, morn, “morn, Av.1906, Sunday .91- 
16s; daily, 538. 638i: Enquirer, even.. 32.68%. 


Ruffaie, Evening News. Datly average 1905, 
94.6903 for 1906, 94,743. 

Corning. Leader, evening. Average 1904, 
6.255: 1905, 6,395; 1908, 6,585; Feb. v., 6,820. 


Mount Vernon, Argus, evening. Actual daily 
averaye for 12 mos. en ling Mur. 3/,’v7, 4,230. 

Newburgh. News, daily. Ar. '06,5.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
rmy & Navy Journal, Est.1863. Actual weekly 
<é jor Y 06. 9.706 (OO). 4 mos. to Apr. v7, 9,949. 
Automobile, weekly Average for year ending 
1c. 28, 1906, 1S, VA. 


Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average Sor 1906, 5.488. 


Benziger’s Magazine, the only Catholic Family 
Magazine published in the United States. Guer 
anteed | cireulation, 65.000; rates 25c. an agate 
line. With September, 1907, issue, we le ges 
275.000 circulation aud rates will be 50c. an 
agate line. 


hope. weekly (Theatrical), Frank Queen 
Pub, Co,, Ltd. Aver. for 196, 26,.611(0 0). 


El Comercio, mo. Spanish export. J. ~ eee 
Clark Co, Average for 1906, 8,342—sworn 


Music Trade Review, music trade and art week- 
ly. average Sor 1906, 5,109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
1906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-adrance sub- 
scribers. ‘F. M. Lupton. pubi iigher. 


The Tea and Coffee Trade Journal. Avera 
circulation for year re 4 Sept., 1906, 6.4815 
September. 1906. issue. 6.99 


Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,00%, 

The Worid. Actual aver. for 1906, Morn,. 818.+ 
664. Evening. 339.057. Sunday, 442.228. 


Rocheater, Case an. Comment, mo., Law. 
Av. for year 1906, 22. 601. Guaranteed 20,000. 

Schenectady. Gazette, daily. A. N. Liecty. 

Actual average for 1906, 1905, 18.088; 1906, 15.809. 


Syracuse. Post-Standard. Dy. cir. last 3 mos. 
80.550 . The home newspaper of Syracuse 
anc the best medium for legitimate advertisers. 


Troy, Record. —— circulation 
1906, 18,801. Avera May, 1907, 
pk Only paper in Cit which has 


permitted A. A. A. examinatio.. 





Utien. National Electrical Contractor, mo. 
Average for 1906, 2.620. 


Utien. Press. daily. Otto A. Meyer, publisher. 
Average for year en ing March 31, 1907, 14.927. 


NORTH CAROLINA. 


Coneord, Twice-a-Week faa Actual aver- 
age for 1906, 2.455; 1905, 2, 262 


Raleigh. Times. North Carolina's foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. ist, 1906, 6,551; weeily, $,200. 


Winston-Salem leads ali N.C. towns in manu- 
— The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and adv. 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. 705, 7,201. 
Aver, for year 1906, 3,180, 


OHIO. 


Akron. Times, daily. Actual haute Jor 
year 1906, 8,977; April, 1907, 9.605 


Ashtabula, Amerikan Sanomat. Finnish. 
Actual average for 1906. 10.690, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216: Sunday, 83,369; 
May, 1907, 71,886 daily; Sun., 90,245, 


Coshocton, , daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers, 


Coshocton, Times, daily. Actual average for 
1906, 2,128, 


Dayton, The I. L. U. Journal,mo. National 
circulation, Av. for Cpe ending April 30, ’07,14.- 
$11 copies. Criticall by 36,500 members of 
THE I. L. U. GRAND LODGE, the fraternal, 
aay pte ae of wage- -workers. 5c. agate 
line, flat rate: 


London, Democrat, semi-weekly. Actual aver- 
age for 196 8,668; now guarantees 8,800, 


Newark. American Tribune leads in local 
and classitied advertising. Ask tor the figures. 
March average 8,727. 


peinaiele. Farm and Fireside, over 4 cen- 
tare ing Nat. agricult’l paper. Cir.435,000, 


Springfield. Woman’s Home Companion. 
Circulation, 600.000; NY City. above guar- 
antee. Executive offices, N.Y. C 


Warren, Daily Chronicle. Actual areruge 
for year ending December 3/, 1906, 2,634. 


Y Ms av.'06. 18.740; 
Sy. 10,0013 par hens a Maxwell, N.Y. & Chicago. 


Zaneaville, Times-Recorder. Ar. 1906, 11.- 
126. Guar’d, Leadsall others combined by 50%. 


OKLAHOMA. 


Oklahoma City. The Oklahoman. /906 aver., 
18.918; Apr. 1907,19,18%. E. Katz. Agent. N. Y. 


OREGON. 


Mt. Angel. St, Joseph’s-Biatt. Weekly. Ma: 
3, 1907, 19-188. ” of 


Portland. Journal, daily. 
25.578 ; for eat 1907, 29.032. 
e absolute correctness of the 
Inte circulation 


GUAR teed by the publishers | flowell's 

AN American Newspaper Di pel 
TEED brag d will pay one hundred dolla 

e fi rson who success: 

fay rcoctreverts its accuracy. 


Portland, Pacific Northwest, mo. 1906 average 
18,750. Leading farm paper in Stute, 





Average 1906, 


PENNSYLVANIA. 


Erte. Times, daily. Arer. for 1906, 17.1103 
Apr., 1907, 18.495. E£. Katz, Sp. Ag., N. ¥. 
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Marrisburg, Telegraph Sworn co”. Apr., 14,- 
426. Largest paid circuiat'n in H’b’g or no pay. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.’ 


NET PAID AVERAGE FOR APRIL, 


263, 24] copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitte J. 

WIiLtiAM L. MCLEAN, Publisher. 

Philadelphia, Contes tioners’ Journal, mo, 
Av. 1905, 3.470: de 

Philadelphia, German Daily Gazette. Arer, 
circulation, 196,daily 52.922: Sunday 52.486, 
sworn statement. Circulation books upen. 


Se ES OD Ge 
FARM JOURNAL 


PHILADELPHIA 





“Unlike any other paper’’ 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 
es esides the Guarantee 

tar,it has the Gold Marks and is 
cn the Roll of Honor—the three 
most desirable distinctions for 
any. newspaper. Sworn average 
circulation of the daily Press for 

1906, 100,548; the Sunday Press, 137,863. 


Philadelphia. West Phila. Bulletin, weekly. 
Circulation 5.000. _James L. Waildin, publisher. 


Seranton, Truth. Sworn errculation for 1906, 
14,.26 copies | with a steady increase, 


Veat Chester. Local News, 
daily. W. H. Hodgson. averayefor 
1905, 15.297. = its 35th year. 
Inde; ter County 
and vicinity , for tt tts field. Devoted 
to home news. henzse is a home 

paper. Chester County is second 
in the State in agricultural wealth. 


York. Dispatch and Daily. Average for 1906, 
17.769. 


RHODE ISLAND. 


Powtaghet.} Evening ‘ecpeee Aver. circulation 
Sor 1906, 17.11% (sworn). 

ete Sz Daily Journal. 18,051 «@0), 

w, 21,840.:1O@0). Erening Bulletin a 

620 pe aye 1906. Providence Journal Co., pubs. 
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Providence. Real Estate Register; finance, 
b’ld g, etc.: 2,528;sub’s pay ub’s pay 244% of total city ix, 


Providence. Tribut Tribune. Morning # +44 
Even:n7 81.118: Sunday. sleek Most 
progressive paver inthe fleld. Eve: ing 
edition guaranteed by Rowell’s Am. \ |), 


Westerly.Sun. Geo. H. Utter, pub. aver. 
1.627. Largest circulation in Southern R.] 


SOUTH CAROLINA. 


Charleston. Evening Post. Actual dy. aver 
age for 1#6,4,.474. Decemoer, 196, 4,755. 


Coiumbia, State, peel aver- 
age sor 196, daily (O©), 11.2 mid 
copies; semi-weekly, 2.625; im. 
day (OO), 1906, 12.228, Aci wal 

average for; first three months. 7, 
pry Ay (OO) 12.525, Sunday.) 

2.893. 





Spartanburg. Her: ld 


Actual on average 
Sor 1906, 2,180. December, 16, 2,220 


TENNESSEE. 


Chattnnooga, News. , 
mos. ending Dec. 31, 1906, 14 202. 
Only Chattanouga per permit- 
ing examination circulation by 
Assoc. Am. Advertisers. Carries 
more advg.in 6 gays than morn- 
ing paper7 days. Greatest \Vant 
Ad medium. Guarantees laryest 
circulation or no pay. 


Knoxville, Journal and Trib- 
une. Daily average year ending 
December 31, 196.18.692. Daily 
oy “— 3 S mouths 1906, 15.24%, 

papers im 
the South, ond only paper i 
Knoxviile awarded tiie Guarantee 
Star. The leader in this jiela. 


Nashville, Banner. daily. Aver. for vear (96, 
$1,455; Jan. 197. 38,388: Feb. 1907, 82.271. 


TEXAS. 
El Paso, Herald. Mur. ar., 7,451. 
— other El Paso dailies combined. 


y A. A.A. 
VERMONT. 
Barre. Times, daily. F.E. Langley. Aver. 
8.527; 1906,4.118. ° 


Burlington, Free Press. Daily average for 
1906. 8.45 rgest cwty and State circula- 
tion. inoue by Asso. of Amer, Advertise: s. 


Rutland. Herald. Average 1904, 2,527. Av- 
erage 1905, 4,286. Arerage 1906, 4, 677. 


St. Albana, Messenger. daily. Actual average 
Sor 1905,8,051; for 106, 3.388 copies per issu. 


VIRGINIA. 


Danville. The Bee. Av. 19%. 2.2°%. 1prii, 
1907, 2,621. Largest cir’n. Only eve'g puper. 


e feitdlis aM 
Kichmond. Southern Tobacconist and Mod- 
ern Farmer, mo. average for year 6, 7.612. 


Rocky Mouni, Franklin Chronicle. wy. A’. 
’06, 1,610; March, ’07, 1,920 weekly. Home print. 


WASHINGTON. 


Seattle, Post Intelligencer (OO). 
Av., for April., 1907, net—Sunday, 
41.186: Daily, 82.015; wees day. 
80:66 4. Only sworn circulation 
in Seattle. Largest genuine and 
id circulation inWashing- 
ignest guattts. best service. 
Saleen resulis ulways. 


Seattle. The Daily and Sunday 
Times led all newspapers on the 
Pacific Coast nortn of Los Angeles 
in amount of advertising printed 
during 1906, leading its nearest 
rival by over 178,000 inches display 
and 300,000 lines of classified. 
That tells the story of resu!ts. 

Average ——— tn 1906 was 42,172 daily. 
56,794 Sunder. es for January, 17. 
were —Daily 44 Sa Sem y 61,591. You get 
the best quality. and largest quantity of circula- 
tion pore ectly blended when you buy space in 
the Times, the biggest newspaper success of the 
last decade on the Pacific Coast. 
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Tavomn, Ledger. Arerage 1906, daily, 16,0593 
Bunday 21,79 

Tacoma, News. <Areruge 1906,16,109; Sat- 
urday, 17,610, 


WEST VIRGINIA. 
Parkersburg, Sentinel, a R. E. Hornor, 
pub. Average for 196, 2,64 





Ronceverte. WV. Va. News. wy. Wm. B. Blake 
&Son, pubs, Aver. 1906, 2,220, 


WISCONSIN. 
Janeaville, Gazette. d’ly and s.-w’y. Cire'n 
ist / mos, 1907, duily 8.508 : semi-weekly 2,552. 
Madison, State Journal, Py‘ Average 1906, 
$.602;Jan., Feb., Mar..(907, 4,884; Apr., 5.106. 


Milwaukee. The Journal, ev g, 
independent. Aver. for apr’, 1906, 


45.958: rr 1967, O2 40. 
LUD Diily gan, 6,882. The Journal’s 
AN Foye circulation in the city alone 
TEEO larger than the total paid circu 


lation of any other Milwaukee pa- 
per, morning, evening or Sunday. 


Milwaukee, Evening Wisconsin, d’y, Av. 1906 
25.450 (@©). Carries largest amount of = 
vyertising of any paper in Milwaukee. 


ye 4 Northwestern. daily. Average for 


TE WISCONSIN 
GRICULTORIST 


Racine. Wia., Estab. 1877 

Actual weekly areraye ee year 
ended Feb, 28, 197, 81,126. 
Larger circulation in Wiscon- 





1a 
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1906, 10,161; Mar. 1907, 12.55 
U.S. Repr., Chicago and New York. 


erage for 196. 





sin thanany oP Om r. Adv. 
$3.50 an inch Mffice, Tem- 
ple Ct. W.C. Richarason, Mgr. 












aI 
WYOMING. 


Cheyenne. Tribune. Actual daily average net 


Sor 1906, 5,126; semi-weekly, 3,998. 


BRITISH COLUMBIA. 


Vancouver. Province. dail: Arerage for 
":3 leClerque, 


MANITOBA CAN. 


Winnipeg. Free Press, daily and weekly. Av- 
daily, 34.559: daily Apr., 197, 

37.514; wy. av. for mo. of Apr., 24.757. 
Winnipeg, Der Nordwesten. Canada's Ger- 
man newsp’r, Av. 1906,16.177. Rates é6c. inch, 


Winnipeg. Telegram. Dailu aver. March, 
24,368. Weekly av., 20,287. Flat rate, 3c. 


ONTARIO, CAN. 


Toronto. Canadian Impiement and Vehicle 
Trade, monthly. Average for 1916, 6.125. 


Toronto, Canadian eee monthly. Average 
circulation for 1906, 4,5: 


Toronto, The News. Daily arerage circula- 
tion for the month of February, 1907, 40,210. 
Advertising rate é6c. per inch, flat. 


QUEBEC, CAN. 


Montreuil. La Presse. La Presse lub. Co. 
Lta., _publishers. Actual ureraue 1905, da:ly 
96,771; 7906, 100.087: weekly, 49,992, 


Montreal, The Daily Star and 

The Family "Herald and Weekly 

Star have nearly 200.000 subscrib- 

AaLw ers, representing 1.000,000 readers 
AN —one-fiftn Canada’s population. 
Maa Ar. cir. of tne Daily Star for 106, 
60,954 copies daiiy; the Weekly 
Stur, 128,452 copies each issue. 











THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


papers of the requisite grade and class. 


heading are only desired from 





CONNECTICUT. 
\ ERIDEN, Conn.. MORNING R&CORD; old es- 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitien rate, cent a word; 7 times.5 cents a 
word. Agents Wanted, half acent a word. 


DISTRICT OF COLUMBIA. 
Ter EVENING and SuNDAY STAR. Washington. 

. (@ ©). carries DOUBLE the number of 
WANT Ave of any other paper. Rate lc. a word. 


ILLINOIS. 
‘HE TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


f tee Champaign NEws is the leading Want ad 
medium of Central Eastern lilinois. 


SO NEARLY everyboay who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEws,” says the Post-office 
Reriew. and that’s why the DaILy News is Chi- 
cago s “want ad’’ directory 


INDIANA. 
([ERRE HAUTE TRIBUNE Goes into 82 per 
cent of the homes of Terre Haute. 


HE INDIANAPOLIS NE\VS prints every day 
every week. every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
total number it printed in 1906 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than ail te other Indianapolix papers had 








STAR LEADS IN INDIANA. 


a April, ’07, the LiDIANAPOLIS STAR carried 
594.1 of paid advertising. 

The STAR carried ! 56.44 wore columns of classi- 
fied advertising than carried by its nearest «om- 
petitor during the same month. 

The STAR gained 208 columns over April of 
last year. 

Its nearest competitor lust 17.76 columns over 
April of last year. 

the INDIANAPOLIS STAR has passed the 100,000 
circulation mark, lates, s.x cents per line. 





INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 





IOWA. 
‘[ Des Moines CAPITAL guarantees the lar- 
gest city aa bs largest oe eum 
in lowa. The W: giv 
turns always. the nae is 1 cent a Sword: by the 
nonth $1 per line. It is publishea six evenings 
a week; Saturday the big day. 





TRE Des Moines REGISTER AND LEADER; onl 

morning paper; car ries more ‘“‘want”’ ° 
vertising than any other :owa newspaper. One 
cent a word. 


KANSAS. 
PPEAL TO REASON, Girard, Kan. over 








PRINTERS’ INK. 


300,000 weekly guaranteed; 10 cents a word. 
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620 pon 1906. Providence journal Co.., pubs. 


rrecti CMU Se a oy 
Daily Journal. By hte (OO). = | the the’ ines, ‘the biggest newspaper success sof the 


last decade on the Pacific C 
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MAINE. 


HE EvENING EXPRESS carries more Want adr 
than all other Portiand dailies comvined. 


MARYLAND. 
ae Baltimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore 





MASSACHUSETTS, 
NHK Boston KVENING TRANSCRIPT is the great 
resort guide for New Knglanders. ‘They 
t to find all goou places listed in its adver 
tising eoluinns, 


kkk kk 


HE BOSTON GLOBE, daily and canter: for 


the year 1906, printed a total of 444,757 paid 
Dithe ads. There was again of gg ay? = the 
ear 1905, and was 201,569 more than any other 


oston paper carried for the vear 1906. 


HRKK KK 


() Son AD, 10 cents a day. Patty ENTRR- 
PRISE, Brockton, siass. Circulation, 10,000 





MINNESOTA, 


T= Lae pe pees —— is the recognized 
ant at 





The Minneapolis Daily and Sun- 
day JOURNAL cerries more clas- 
sified advertising than any other 
Minneapolis newspaper. No free 
Wants and no Clairvoyant nor 

objectionable medica: advertise- 
ments printed. Cinssified Wants 
printed in Mav, 187.418 lines. In- 
dividual advertise ments, 27,293. 


OIRO'’LAT’N "(HE MinnvapPouis TRIBUNE is 
the oldest Minneapolis daily 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in "Butfalo and the 

strongest Want Medium in the State, outside of 
New York City. 


RINTERS’ LNK, vublishea weekly. The rec- 
ognized and leaging \\antad medium for 
want ad meviums. mail order articles, ad vertis- 
ing novelties, printing. typewritten citcutars, 
rubber stamps, Gftice deviees. adwriting. hulf 
tone making, and practivaliy anything whicn 
Interests and appeais to advertisers and busi- 
orss men, Olassified aavertisements. 20 cents 
a line per igsue flat, six worvs to a line, 
We DaILy STANDARD. (Guaran- 
teed aaily average 1906, 7,000. Cent aword. 
Ole, 
OUNGSTOWN VinvicaToR—Leading “Want” 
medium. le. per «ora. . largest circulation. 
ORLAHOMA, 


HE OKLAHOMAN, Okla. City, 19.414 ublishes 
more Wants than any 7 Ukla. competitors. 





PENNSYLVANIA. 
les? Chester, Pa.. TIMES carries from two to 
five times more ciassifiea ads than any 
other paper. Greatest circulation. 


RHODE ISLAND. 
T= EVENING RULLETIN—By far the largest cir- 
culation and the best Want medium in k. 1. 
HE EVENING TRIBUNE, Providence, R. [., lar- 
gest paia circulation in the State. 


SOUTH CAROLINA. 
< te Columbia STATE (O©) carries 
more Want ads than any other 
Ww South Carolina lina newspaper, 


WASHINGTON. 


HE hagperigcogy= = | (OO), Seattle. 

Wasn., 18 the official ‘Want - Ad” 
Northwest 
uine want ads 
because its genuine home cireulation among re- 
sponsive want aa readers brings greatest results 
to advertisers. Favorite guide for agents, can- 
Mmmm at investors and home souks The most 





and has over 100,000 pa tm 
It publishes over 
Want advertisementsevery week 
at fuli price (average- of two 
' a day); no free ads; price 
digg both _—" and even- 

te. cents per 
by Am. News- j) ey nova 
paper Di'tory line, Daily or Suntay. 


MISSOURI. 
HE Joplin Guiosx carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 


MONTANA, 
r \HE Feige STANDARD is Montana’s great 
-Ad”’ medium; le. a word. Average 
alien (1906), 10,778; Sunday, 14,007. 


NEW JERSEY. 


fhe NEWARK EVENING NeEws is the recognized 
Want-ad Medium of New Jersey. 


NEWARK, N. J, FREI ZErTUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


ERSEY CITY Evenine JOURNAL leads all other 
e) Hudson County newspapers in the number 
of clas-ified ads carried. It exceeds because aa- 
vertisers get prompt results. 


NEW YORk. 
fy, H# EAGLE has no rivais in Brooklyn’s 
classified business. 


LBANY EVENING JOURNAL. Fastern N. Y.’s 
best paper for Wants anda classified ads. 





AILY ARGUS. Mount cae: N.Y. Great- 
est Want ad in County. 





e ane Le st appointed “Classified” Sec- 
Sig de ments; 360 separate classifi- 
cations. Write ‘or sample copy. Rates, 10c. per 


CANADA. 
A PRESSK., Montreai. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


ly HE DatLy TELVGRAPH, St. John. N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation ee most up to date paper of 
Eastenn Canada. nt ads one cent a word. 
Minimum cnarge 25 ent 


6 hag Montreel DaILy STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The Famity HERALD AND 
WEEKLY STAR carries more Want advertisements 
than apy other weekly paper in Canada 


PRE Winniveg FREE PRESS carries more 

“Want” advertisements than any other 
daily paper in Canad ', and more advertisements 
of this nature than are contained in all the other 
daily papers published in Western Canada com- 











bined. Kates one cent ner word per dey, or four 
pong per word per week. 
——— +o — 


KEEPING SIGNS WHITE. 


A correspondent complains to the 
Technical World Magazine that his 
electric light signs will not remain 
white, though painted with white lead. 

White lead, says the editor, is a car- 
bonate of lead ground in oil. Minute 
quantities of sulphuretted hydrogen 
gas, acting on the lead carbonate, form 
sulphide of lead, a black compound. 
If zinc white is used, this cannot oc- 
cur. French zine and raw oil in place 
of white lead will solve the difficulty. 
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©6O) GOLD MARK PAPERS@O) 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


per 
marks (@©). 





WASHINGTON, Db. Cc, 


THE EVENING AND SUNDAY STAR (@O). 
Reaches 90% of the Washington homes. 


GEORGIA 


AUGUSTA CHRONICLE (@©). Only morning 
paper; 1905 average 6,043, 


ILLINOIS, 


THE INLAND PRINTER, Sion, (©). Act- 
ual average circulation for 1905, 15,866. 


BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for baxers. Oldest, best known, 


TRIBUNE (© ©). “Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


' MAINE, 
LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598 (© ©), weekly 17,448 «© ©). 


MASSACHUSETTS. 
Boaton, Am. Wool and Cotton Reporter. 
ognized organ of the cotton and woolen betes: 
tries of america (© ©). 


BOSTON EVENING TRANSCRIPT (©O), estab- 
lished 1830. The only gold mark daily in Boston, 


TEXTILE WORLD R BOCES (©©), Boston. The 
medium through w to reach textile mills 
using !,885,000 horse power. 


WORCESTER L’OPINION PUBLIQUE o ©) is 
the leading French daily of New Englan 


MINNESOTA. 


NORTHWESTERN MILLER 


) Minneapolis, Minn; $3 per year. Covers 
a ing and flour trade all over the world. The 
only “Gold Mark” milling nilling journal (OO). 


PIONEER PRESS (0). 81 St. Paul, Minn. Most 
reliable paper in the Northwest. 


THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
— in Minneapolis. Carries more local advertis- 

more classified advertising and more total 
advertising than acy paper in the Northwest. 








NEW YORK. 


NEW YORK TIMES (©©). Largest gold-mark 
sales in New York. 


BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertusing medium tn this section. 


ENGINEERING NEWS (@@).—A gs al 
nal of character and standing.—Times, N. Y. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 


VOGUE (©©) carried more advertising in 1906 
than any other magazine, weekly or mouthly. 


ELECTRICAI REVIEW (© ©) covers the field. 
Read and studied by thousands. (Oldest, ablest 
electrical weekly. Reaches the buyers. 

NEW YORK HERALD) (@©). Whoever mepn- 
tions America’s pete. ies 1 ccd mentions 
the New York HERALD fi 
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CENTURY MAGAZINE (© ©). There area few 
— in every community who know more 
than all the others, These people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (© ©). The 
foremost wn A on pan A and interurban rail- 
roading. ulation 2,200 weekly. 
McGRAW PUBLISHING. COM PANY. 


HARDWARE DEALERS’ Ly ° enon 
In 1906, average issue, 20,791 ( 

Specimen copy mailed upon r ert, 

D. T. MALL » Pub., 253 Kroadway, N. Y. 


THE ENGINEERING RECORD (@©). The 
most progressive civil engineering journal in 
the world. Circulation averages over 14,100 per 
week. MCGRAW PUBLISHING CUMPANY. 


NEW YORK Ure is (© ©). daily and Sun- 
day. Established 184 A conservative, clean 
and up-to-date oh whose reade's repre- 
sent inteileer and purchasing power toa high- 
grade advertiser 


ELECTRICAL WORLD (©@). Established 1874. 

e great international weekly. Cir. audited, 
verified and certified yng — Seager eigr of Amer- 
ican Advertisers, during 1906 
was 18,827. MoGRAW. PUBLISH! ING com ANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tae Roli of Honor and 
tar and the Gold Marks—the 
three most desirable distinctions for any news- 
narer Sworn circulation of The iaily Press, 
for 1906, 100,548; The Sunday Press, 137,863 


THE PITTSBURG 
©® DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg field. <«mly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. Largest home 
delivered circewation in Greater Pittsburg. 














RHODE ISLAND. 


PROVIDENCE JOURNAL (© ©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


tHE STATE (@0), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina, 





VIRGINIA, 


THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes, 


WASHINGTON. 
THE POST INTELLIGENCER (© ©). Only 


morning paper in Seattle. Oldest in ee The 
biggest and . Able. alert, always ahead 


WISCONSIN. 
THE MILWAUKEE EVENING WISCONSIN 
(©), the only gold mark daily in Wisconsin. 


CANADA. 


THE HALIFAX HERALD (© pone < the EVEN- 
ING MAIL, Circulation 15.558, 
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Printers’ Inx. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


ts Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of tive dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
pomonge ED ——_. Being laren a agent 
ty tes, itis always possible to supply . 
maciberat wanted iets of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred. 





ADVERTISING RATES 

Advertisements 20 cents a line, pear] measure, 
15 lines to the inch ($3); 200 lines to the page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new on fails to come to hand one week 
in advance o ay of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. ‘ 

Two lines lest adverti t taken. Six 
words make a line. 5 

Everything appearing as reading matter is in- 
serted free. ‘ 

All advertisements must be handed in one 
week in advance. 


OFFICE: No. 10 SPRUCE ST, 
Telephone 4779 Dc2kman. 
London Agent, F, W. Sears, 50-52 Ludgate Hill, E.C 








New York, June 12, 1907. 








Goop value, it is true, is the 
very best advertisement ever is- 
sued, but there is nothing like 
printers’ ink to let people know 
where they can get it. 








ADVERTISING without quoting 
prices shows your confidence in 
your salesmen. Advertising the 
prices also shows your confidence 
in your goods,—and prices. 





A Goop many retailers give such 
liberal window and poster display 
to a few of the proprietary arti- 
cles they handle that all the indi- 
viduality of their own store is 
buried out of sight. 








Tue fact, if it is one, that your 
competitors misrepresent is not a 
good excuse for following in their 
lead. You are on the watch for 
some distinguishing feature pe- 
culiar to your own business, for 
advertising purposes. If you have 
discovered their weak point, mis- 
representation, make it your 
strong one, and don’t misrepre- 
sent. 





APPEARANCE counts for much 
and one of the first requisites of 
success is to appear successful. 
The man who fails to keep his 
windows up to date; who sends 
out circulars printed upon the 
cheapest ‘kind of paper that will 
hold together to be printed; who 
uses only half enough newspaper 
space to properly tell his story, is 
rather forcibly advertising the fact 
that he is not upon the road that 
men call prosperity. 





Firty-Two years ago the ad- 
smith existed in London, or at 
least was called for. The appli- 
cant for him was the proprietor 
of ‘Bennett's Model Watch.” 
What Bennett wanted was the 
“best possible form of newspaper 
advertisement for this watch. It 
must be original, and convey in 
the fewest words the qualities, 
character and cheapness of this 
well-known _ timékeeper. The 
author will be entitled to the re- 
ward (five guineas) whose compo- 
sition shall have been used at 
least a dozen times.” 








How. To This is the way 
one shrewd agen- 

Succeed. cy succeeds in 
gaining an advantage for a client, 
through the kindness of the news- 
paper publisher. The Monarch 
typewriter account has been re- 
cently transferred from the Rich- 
ards Agency to the Hampton 
Company. The Monarch man- 
agement desired some telegraphic 
readers, and it wanted to secure 
them without cost. So the Agen- 
cy sent out contracts for a big 
order, and also the copy for the 
readers, with a request that they 
be inserted gratis. Up to date, 
but one batch of copy has been 
forwarded to apply on the big 
contracts, and it is a question just 
how long a time will elapse be- 
fore all the space is used up. But 
the Monarch Company is happy, 
inasmuch as some of the papers, 
at least, printed the free readers; 
the Hampton Company is happy; 
and presumably the newspapers 
are happy. Have they not secured 
contracts for a large-sized order? 
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Tue Philadelphia J/nquirer car- 
ried 82,357 want ads during the 
first twenty-six days of May. 

THE socialistic ‘trust fighter, 
Gaylord Wilshire, has acquired 
the mail-order monthly Cheerful 
Moments. 








THE National Home Journal of, 


St. Louis has purchased the Pil- 
grim Magazine and discontinued 
its publication. 





Rosert I. Geter, lately con- 
nected with the Ireland Agency, 
has joined the forces of Percival 
K. Frowert, in Philadelphia. 








ANp now the New York Herald 
says there are 198,000 widows in 
the metropolis. What a monu- 
mental mail-list that would be. 








Tue Birmingham (Ala.) Ledger 
has taken the full-leased wire 
Hearst service in addition to the 
Publishers’ Press service which 
the paper has been receiving. 

Heten Mar SuHAw, one of the 
copy-writers of the Mahin agency, 
Chicago, and formerly with Lord 
& Thomas, has joined the copy 
staff of the Chapman Advertising 
Company, Portland, Ore. 








Tue New York coffee import- 
ers, Arbuckle Bros., offer eighteen 


prizes, 
new and clever ideas for adver- 
tising their ‘“Ariosa” package 
coffee. 





A NEw schedule of rates for 
advertising in the Portland Ore- 
gon Journal goes into effect July 
first. The Journal now has a 
daily circulation in excess of 
29,000, and the rates are increased 
on account of its remarkable 
growth. 

Bassett & SuTPHIN, dealers in 
paper in New York, are now lo- 
cated in their new quarters at 62 
Lafayette street. The building is 


a new one, and the offices of the 
firm are probably better adapted 
for the purposes of a paper house 
than any other in the city. 


amounting to $5,000, for © 


Wuite’s Class Agency, Chicago, 
has vacated its old quarters in the 
Caxton Building for new ones in 
the Electric Building. 

THE Des Moines, Iowa, Regis- 
ter and Leader issued a detailed 
statement of copies sold in each of 
the ninety-nine counties of the 
State. 


Tue Troy, N. Y., Record has 
issued a new rate card. The only 
changes are that a rate has been 
made for 3,500 and 7,500° lines, 
and a special rate for mail-order, 
hotel and resort advertising. 














Some English proprietary ar- 
ticles, advertised over fifty years 
ago in the London Times, recall 
some very ancient memories. A 
few that are still remembered are 
“Camphor Lozenges for Lowness 
of Spirits,’ “Magnesia Lozenges 
for Heartburn,” “Ashmatic Candy 
for Fogs and Damp Air,” “Dr. 
Steer’s Opadeldoc,” ‘Rowland’s 
Macassor Oil” and an ‘‘Anodyne 
Necklace for Children Cutting 
Teeth.” There was also an ‘“Abys- 
sinian Specific for the Tooth- 
ache.” But there was one critic 
who found fault with the “Es- 
sence of Tyre” as the name fora 
hair dye which was to turn redor 
gray hair to brown or black. He 
said it would be more likely to 
turn it ee. 


Week-End ‘The recent Re- 
sort issue of 
Trips. Printers’ INK 


told of the “Week-End Outings’’ 
which are extensively advertised 
in England, and suggested that 
American railroads and_ hotels 
might well join forces to secure 
a large over-Sunday _ trade. 
Arthur  Tomalin, advertising 
manager of the Central Railroad 
of New Jersey, calls attention to 
the fact that his road has been 
making a bid for week-end traffic 
for a long time. Special posters 
are printed, giving the time of de- 
parture of Atlantic City trains 
from New York, and the cost of 
a week-end outing at various 
hotels, including’ transportation. 
This information is also incor- 
porated in a small folder. 
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Tue Frank Kiernan Company 
places the business of the Wood- 
bury Dermatological Institute. 

N. W. Ayer & Son is placing 
copy for the Beckwith Estate, 
Dowagiac, Michigan, manufactur- 
ers of stoves, with daily papers. 


Tue Manufacturers’ Advertis- 
ing Bureau is placing advertising 
for the National Helmet Com- 
pany, New York City, with trade 
papers, 


EpMuUND BARTLETT is _ sending 
out an attractive little booklet en- 
titled “Gilt-Edged Salesmanship,” 
and a good folder “Getting Goods 
on the Market.” 

E. P, REMINGTON is sending out 
extra copy to the daily papers for 
Vichy Celestine and copy for 
Satin Gloss Soap, D. S. Brown & 
Company, New York City, 


Wirn a four-inch ad William 
Randolph Hearst enters mail-or- 
derdom, advertising a 10-cent-Big- 
Mail-Agents-Directory in connec- 
tion with his American Home 
Magazine. 

THe Bankers’ & Merchants’ 
Advertising Agency deny the re- 
port that they are placing adver- 
tising for the American Silk Com- 
pany; this firm is not advertising 
at present. 

Tue Dayton, Ohio, Herald has 
put out a comparative statement 
of advertising for May, showing 
that it leads its nearest competi- 
tor by 2.446 inches of advertising 
during the month. 


Anprews & Coupe are placing 
copy for the Mercantile Land & 


Improvement Company, and T,. I. 
McNeece, real estate; I. K. Far- 
rington, financial and P. Steiger, 
trunks, with the daily papers, the 
first three being New York City 
houses and the last a Newark 
concern. They are also placing 
advertising with magazines for 
Estates of Long Beach, the entire 
outlay amounting to nearly 
$12,000. 


Tue Standard Union, of Brook- 
lyn, for May 24, contained more 
display advertising than appeare:| 
in any other Brooklyn paper o1 
the same day. 


THE Emerson Shoe Company i: 
using an attractive window dis- 
play in one of its Broadway 
stores. A fair-sized box is cov- 
ered in imitation of snow with ; 
slowly revolving circular mirror, 
representing a trozen lake, and the 
figure of a man_ several inches 
high is fastened to the mirror; and 
as there is no perceptible move- 
ment to the mirror, the skater ap- 
pears to glide gracefully around 
the lake on one foot. At the lower 
front of the box a four-sided 
oblong sign, bearing appropriate 
wording, turns slowly enough to 
allow the passerby to read the ad- 
vertising thereon. 


Demonstrates oe D, T. ‘hg 
ompany, eve- 
its Value. land; and New 
York, manufacturers of a con- 
vertible bed, believe in advertis- 
ing that demonstrates, They have 
hired’ the rear of a Brooklyn 
building backing up on the Bridge 
and have placed, where it can be 
seen by all who travel that way, 
a specially constructed model of 
their bed. It is slightly larger 
than stock size, upholstered in 
imitation leather and painted with 
three coats of spar varnish to 
make it weather-proof, and is 
operated by electricity anda series 
of cogs and shafting, the bed 
changing continuously from a 
full-sized bed, with brass head and 
foot rails, to the davenport form. 
The motor is governed by an 
electric time clock which starts it 
at four o’clock every morning and 
stops it at two the following 
morning. They are now experi- 
menting to get a satisfactory 
lighting scheme. The general ef- 
fect is helped out by descriptive 
signs. The only attention called 
for by the animated ad is to wind 
the clock and oil the machinery 
once a week. It is the intention 
of The Owen Company to con- 
struct a number of these beds in 
conspicuous places in the city. 
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Tue Alfred Gratz Agency, Phil- 
adelphia, is placing copy for the 
International Lumber and Devel- 
opment Company of that city with 
a selected list of Pennsylvania pa- 
pers, to occupy a space of 21% 
inches 26 times a month. 


E1cHt thousand letters, asking 
readers their opinion of the As- 
sociated Sunday Magazines, were 
mailed recently to readers of three 
Sunday papers that use this sup- 
plement—the Chicago Record- 
Herald, New York Tribune and 
St. Louis Republic. Nearly 5,000 
replies were ‘received, and fifty 
per cent stated that this supple- 
ment is regularly filed with other 
magazines. Only seven per cent 
offered suggestions for betterment 
of contents, or criticism of ar- 
ticles published, or showed indif- 
ference to the magazine as a 
whole. Nineteen per cent stated 
that after reading the magazine, 
they pass it along to friends or 
neighbors. It is claimed that 
eighty-two per cent of this sup- 
plement’s circulation (1,030,745 
copies weekly for 1906) goes into 
homes. 


» Eleven of the 
Mathews New England pa- 
List. pers represented 
in the foreign field by Julius 
Mathews are represented in the 
Roll of Honor, the Augusta 
Chronicle, Bangor Commercial, 
Barre Times, Burlington Free 
Press, Manchester Union, New 
Haven Register, Portland Ex- 
press, Rutland Herald, St. Albans 
Messenger, Worcester Gazette 
and Holyoke Transcript. Six 
others are entitled to a_ place 
thereon, leaving only four which 
cannot secure a place with their 
colleagues for love or money. In 
fourteen cities out of twenty in 
which he has papers, Mr. Mathews 
represents the paper which is 
cither the only daily in the field 
or else prints more copies than 
any competitor. In each of the 
States of Maine, New Hampshire 
ind Vermont he represents the 
vaper which excels all other 
dailies in the State in circulation. 
Can any Special Agent, in ‘Boston 
or elsewhere, beat this? 





. MIDSUMMER HOLIDAY NUMBER 
AUGUST 1907 PRICE 15 CENTS - 


THE METROPO! 





co. 





THE METROPOLITAN MaGa- 
ZINE reports an increase in 
cash advertising of twenty and 
two-fifths per cent (202/;%) for 
the month of July, over the 
corresponding month of 1906. 











Tue Vancouver, B. ‘C., Prov- 
ince is willing to make a condi- 
tion in all advertising contracts 
the statement that its paid circu- 
lation exceeds the combined paid 
circulation of all other daily pa- 
pers published in Vancouver and 
New Westminster. 


AFTER twenty-two years of ser- 
vice, W. R. Roberts has withdrawn 
from the Religious Press Associa- 
tion of Philadelphia. During nine- 
teen years Mr. Roberts was the 
executive officer and manager, and 
under his leadership the Religious 
Press Association gained high re- 
pute for fair dealing with both ad- 
vertisers and advertising agents. 
During all these years of Mr. Rob- 
erts’ authority his papers never 
accepted advertising from either 
advertisers or advertising agents 
at less than their card rates, and 
the advertising agent’s commission 
was never given to an advertiser. 
On June 1st Mr. Roberts took con- 
trol as the managing partner and 
advertising director of Totting- 
ham & Company, Philadelphia. 
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Tue Holbrook-Schaefer Adver- 
tising Service is a new agency in 
New York, with offices at 729 
Sixth Avenue. 





Tue Richmond, Va., Chamber 
of Commerce has be egun an ex- 
tensive advertising campaign, with 
a view of. inducing investors, 
home-seekers and others to locate 
in the city. Leading magazines 
are being used, and copy is sent 
out through -the Richmond Ad- 
vertising Agency. 





Collier’s statistics of advertis- 
ing patronage in twenty monthly 
and weekly magazines, for the first 
three months of 1906 and 1907, 
gives the following standing to 
the monthlies: 


so8 282 
“5s "38 
Review of Reviews.:. 86,123 93,675 
EVEIFROGY'S — ...cccces 79:474 91,190 


McClure’s 
Cosmopolitan 





[OS ee ee 80,110 83,165 
eS Ce ee 65,891 69,321 
Pe eer ers ei 59,805 67,736 
Ladies’ Hom: Journal.. 60,364 67,677 
ee eee 72,185 65,022 
JS. SS eee ee 70,661 62,612 
Woman’s Home Com- 

PANION =... os seveee 39,657 50,490 
OS) ee 54,042 43,769 
ee ee 37:627 43,969 

. The Ave Maria 

Not Mere of Notre Dame, 


Copies printed. |ydiana, the lead- 
ing Catholic weekly, makes a novel 
point in soliciting advertising that 
is winning for it much desirable 
business. One-fifth of the Ave 
Maria’s total weekly circulation of 
25,000 copies goes to that number 
of Catholic institutions, such as 
convents, colleges, hospitals, aca- 
demies, seminaries, novitiates, 
etc., the supplies for which are, 
of course, enormous, giving an 
extraordinary purchasing capacity 
to this portion of its readers. 
The balance of its circulation 
goes to well-to-do families of 
good purchasing power, and the 
paper therefore claims  extraor- 
dinary purchasing capacity com- 
bined with good purchasing 


power. John A. Murray, located 
in the Tribune Building, New 


York, is advertising manager. 


K. W. JouHNson, advertisin: 
manager of the World To-Day. 
who built up that Chicago maga 
zine’s advertising patronage, ha, 
become English representative for 
System, and is to take care of it: 
interests in, London. 








Isaac CowEN, an advertising 
man in New York, died of pneu- 
monia at his home on May 27. 
He was in his sixty-third year. 
Mr. Cowen was born and educated 
in Berlin. In 1860 he came to 
this country and settled in the 
South, He made a fortune in cot- 
ton, but lost it in the slump that 
followed the Rebellion. He then 
went to Washington, and _ for 
seventeen years- was correspond- 
ent for a syndicate of western 
newspapers. He became a per- 
sonal friend of President Garfield, 
and at the President’s request 
gave testimony before the Tariff 
Commission appointed in that ad- 
ministration. About twelve years 
ago he came to this city and went 
into the advertising business, 


Agency The Woodbury- 
Ayers Company, 

Assignment. advertising agents 
in New York, has made an assign- 
ment to William Lester Wemple, 
an attorney. The liabilities are 
said to be $23,000, and hope is ex- 
pressed that all creditors may be 
paid in full. The company was in- 
corporated under New York law 
with an authorized capital of $20.- 
ooo of which, according to the lat- 
est reports, $12,000 had been paid 
in. W. A. Woodbury recently 
bought a controlling interest in the 
business, 

After Mr. Woodbury acquired 
control Mr. Ayers ceased to be an 
officer of the company but re- 
mained in its employ. The assign- 
ment is said to be due to slow 
payments from automobile con- 
cerns and to the pressure of New 
York dailies for prompt settlement 
of their accounts, 

Most of the Woodbury-Ayers 
advertising has been taken over by 
the Frank Presbrey Company, and 
a few accounts will be cared for by 
Nelson Chesman & Co. Mr, Ayers 
and some of the office force have 
gone to the Presbrey Agency. 
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Tue Frank Kiernan Company 
is placing advertising for the 
Puritan Life Assurance Company, 
New York City, with dailies, and 
jor McCormack Real Estate Com- 
pany, New York City, in religious 
papers. 

Some idea of the value of 
classified as a revenue producer is 
given in the statement of the Chi- 
cago Daily News that, during 
1906, a single department store in 
that city, the Fair, used more than 
$3,000 worth of “Help Wanted” 
liners in the News alone. Prac- 
tically every large retail store in 
New. York, Chicago and other 
leading cities, uses classified for 
such purposes as regularly as dis- 
play space for merchandise offer- 
ings. 


A Pittsburg man 
The Best ho claims to 
Beer Copy. know writes that 
the Independent Brewing Com- 
pany, of that city, is advertised 
by the best beer copy appearing in 
America. The copy is prepared 
by Lloyd Curtiss, the concern’s 
advertising manager. Mr. Curtiss 
discusses beer as a nerve tonic, 
food, and liquid bread; 'he talks 
of its purity, small percentage of 
alcohol, and constituent parts, and 
he shows where his particular 
brand beats all others. The ad- 
vertisements have appeared in all 
the Pittsburg papers. 


THe Philadelphia Press has 
taken a newspaper census of 
thirty-five city blocks, upon which 
the Press leads all the other 
morning papers in_ circulation. 
The blocks were chosen in differ- 
ent parts of the city in order to 
secure a_ representative canvass 
The results have been brought 
together in booklet form, with il- 
lustrations to show the character 
of the dwellings in each section. 





Oarseelt ** correspondent 

has requested us 
And Others. to publish a list 
of all the journals published in 
the country devoted to advertis- 
ing. The list below is taken from 


the 1907 edition of Rowell’s 
‘American Newspaper Directory. 
The omission of a rating of 


copies printed denotes that the 
paper has never established a 
claim to have issued so many as 
1,000 copies regularly for the 
period of a full year. Barely one 
American periodical in four ever 
achieves so great a distribution. 
When the figures representing the 
average issue of a paper are fol- 
lowed by a plus mark it indicates 
that the output exceeds the figures 
given. Such ratings, in all in- 
stances, represent the opinion of 
the editor of the Directory, based 
on such information as was avail- 
able, and in the absence of a defi- 
nite and _ satisfactory statement 
from the publisher of the paper: 





CALIFORNIA..... o+eee4s08 Angeles, Mertz’s Magazine. ..........cccsccsccccce 





.. Atlanta, Practical Advertising 





NG NN PII Goin 66 si0jn'g neat rhe waasadareoecsseasen 1,000+- 
MURIO I EIIO Sio ns os coe ca Vases diipdvicnscedeveccdaaen 3,810 
Chicago, Agricultural Advertising... 4,000+- 
Chicago, Circulation Manager................. 
Chicago, Judicious Advertising ..............sceseeeee 1,000+- 
Chicago, Mail Order Journal..................0005 wee 7.500+- 
Chicago, White’s Class Advertising.. 1,000+- 
MASSACHUSETTS. ...Boston, Profitable Advertising....... sees P 2,250+- 
MISSOURI........ ..Kansas City, Western Monthly...............6....000+ 4,000-+- 





NEW YORB............. 


Deposit, Brains for the Retailer and Advertiser.... 


New York—Manhattan and Bronz, 


Fourth Estate....... 
National Advertiser 


Newspaperdom.... 
Advertising Agent. 


OHIO...........+. +++.--Cincinnati, Signs of the Times.......... 


psd bi vabncdchadevacana’: unesdins Weekly. 





Columbus, Advertising World....... ..... 


WASHINGTON ........Seattle, White’s Sayings..... .......... 
QUEBEC, CAN......... Montreal, Publicite.... 
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Tue Long Island Railroad's 
traffic is not only confined almost 
wholly to passengers, but to sub- 
urban commuters at that. Yet 
the road advertises intelligently 
for settlers along its lines, and 
has done remarkable work in ex- 
ploiting the advantages of Long 
Island as a place to farm. A 
book entitled “The Lure of the 
Land,” describing the work of an 
experimental farm at Wading 
River, has been sent to almost 
every State in the Union, and 
hundreds of requests for it are re- 
ceived daily. Several colleges 
have adopted the work as a text- 
book. 





Straw A circular letter 

Vete. was lately sent 

out to a number 

of the subscribers to Spare Mo- 

ments, to see if they were a class 

that used well-known and widely 

advertised articles. The replies to 

the different questions have been 

tabulated with the following re- 
sults: 


Per cent, 
Own ther homes. .....0sceccccces 45 
Do not own their homes.......... 55 
SO NE Gcsceesesvinsicovnene 63 
ee reer err 37 
OCCUPATIONS. 
Professional men (lawyers, doctors, 
PN, C0) naan sce vondee ne 
Office employees (bookkeepers, sten- 
NS er reo 15 
TE: —- axvcoas cusenekebGs ss seam 15 
Business men owning their own 
IED hss is wih cao ows wis 8 
Bankers and bank employees..... 4 
NE sed cowakeaeeses beacuse 3 
Women and miscellaneous......... 40 
BOOKS. 

Day taoks hy mail. .....22062000% 63 
Be Ne ee er ilk Se non On ewasnees 37 
OWN ORGANS. 

WOME: “ice cbcbwecearndatdaseess de 7 
UE. © aennse wasn cabs th nbeescexie 3 
eee ES, vnceassensae bens 13 
OY” cease Sotewseeebasenseee 77 
OWN BUGGIES AND CARRIAGES. 
LL eer 12 
SORE BOEING 65 s050 swe byew e's ae 22 
Soe He anes si boens aces eae 66 
SILVERWARE USED. 

BES ye chawe i Sho an oss shee nes se 65 
ED. 5 insane wu vob eee 13 
ES Pe es re 22 
OWN PIANOS. 
eB @ifderent Unds ..... 200 6s0sc0 39 
De DR OO er EET error 61 
MATTRESSES USED. 

No spectel brad ....cccccccvcves 89 
PD. Licvaabaenb cases eed piavenods« 2 
MNT) ons cbs son ee ans ss ous 5 
9 Me BIOS 6 ons vio se seine sees 4 


CAMERAS USED. 





Per cent. 
PRNMER.  Gabavscacryecssawrnwseee 10 
ee ee. ee ree 13 
DO Hot CWO. CAMETES 0666 oscesces 77 
FOUNTAIN PENS. 
WU MMIUORIA 6.505650 5 b'ss0e ea cwiss 30 
RIE), ener sonic esos sanan 3 
Wet = sss Pee ee ere Aon 4 
Be Cte WE eo Sis dos 64 cx somes 18 
BPO OE ENG cis cs wand paws Oe 45 
SHAVING SOAP USED. 
TENOR 4 Cia coset seb ck er eeNe 7 
EES es bat bGnssdekavee wes 
Larkin’s Stick 4 
C2 Gen GME, aes bc sheen ba eS awe 16 
DR? MOP 5550s ean ess one ences was 6 
No Parieculdr TAG os. ssc Sees 3 
RAZORS USED, 
TE eee reer ee Peer 2 
Ea Prot re 5 
Wate Me Tether oc. cae. cin ccc ccc 6 
Ce MEER. MMIEIR od Gwe c's ues b's 09 oe 32 
No particgiar kind ..i.2.5scsc056 24 
PIO BEMWEIOE iN dias 6 dse se orekoen 25 
READY-MADE CLOTHING WORN. 
CREP OENOEK ok cewasccccccccesss 5 
Hart, Schaffner & Marx ......... 5 
TC ee ee ee ee 4 
Bal RIN MEME Golo gc aie Siete cosas 2 
| ee eee tee 43 
eres eet ree 19 
RUBBER HEELS, 

Wear Rubber Heels .....0.000f08 35 
DF cccnceccdangsccsnsaceeces 65 
COLLARS WORN 
Ue SHORE CG isda tues esebouns 4 
or er eet 17 
Ri IND Annis oo¥s boa ee eas gos es 7 
60 CRN MEMINUAN sa" co 6/0 at's 3 9 ms i008 27 
No particular. Wind 5 .i.. 6 66 66ses<-0 45 
WASHING COMPOUNDS USED. 
Se er re ie oman 24 
ae ee ae See an 29 
a oe ter, ye er een 8 
Si | ee i 9 
No. particular; tisid ook sccsees 10 
PE A aass ci ganic Kien oe aid 20 
BREAKFAST FOOD USED. 

Cee OF WORE. scsi ic seccncicvs -026 
ee ey oe Serene ee +019 
RMR ORS or ainsi ciate aise od 021 
Re eee ay 
BS UNE MANOR 6 oc Ssccccesecacey “777 
Le EES ae ee -09 
No particular kind .}\.......... 04 
IF PURCHASING NEW RAZOR WOULD BUY: 
So PPR are Pie ee 13 
Some kind of safety razor ....... 6 
Le ly tee 5 Sa 5 
te ie <a a ee 3 
DORE ROW oss her bles We bsWaw cs 53 
SHOES WORN, 
ee OS a eS Ree Ce oe 14 
NN aes Sora an 8 Nat's sp ae ainaie ins 9 
ho eg = Ee ae 4 
pe A. ES eee nee 44 
Use no advertised make .......... 29 
BAKING POWDER, 

LL Ee eee one 26 
RM nina na a'cle adored Wise Swe Minky > 17 
NEE So riuaa coy ta saak vrecee 6 
ENRNME ES ruee Soe Aoecion sax ose 4 
SL AMM sree bh0 056 ain 0.0 6 cbican% 5 
CT ee rennet 4 
Se voene 19 
NO parmcwar Wind. «6S. et. 000 14 


a ND hen aee vedesiecceasedecoe. Ta 
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NEW YORK SPECIAL 
AGENTS. 
JOHN P. SMART. 

John P. Smart entered the field 
about six years ago to represent 
the San Antonio Express, and is 
1ow manager of its New York 
office. He came direct from his 
home in San Antonio. Since then 





JOHN P. SMART. 


now are all Texas papers, and as 
Texas was his home for several 
years, he is thoroughly familiar 
with the topography of the State, 
and knows the newspaper situa- 
tion in Texas better, perhaps, than 
any representative in the field. He 
is well known among the agencies 
all over the country as a man ab- 
solutely reliable and fair, whose 
endeavor it is to point out the 
best proposition for an advertiser 


to accept. 





S. C. STEVENS, 

Ss. C. Stevens is a native of 
New York State and spent twen- 
ty years of his life in the furni- 
ture business, learning the differ- 
ent branches of. the trade thor- 
oughly, He was for several years 
connected with Latimer & Sons, 
Brooklyn, giving up this business 
to enter: the advertising field in 
Chicago. At first he represented 
Sheffield’s Dailies, Gates Rail- 
road, Self Culture, Ladies’ World, 
Donahue’s. -and Metropolitan 





he has become the representative 
of two other papers, the Galves- 
ton Tribune and El Paso Herald. 
His experience in soliciting ad- 
vertising is extensive, as he has 
served on various newspapers for 
the past twenty-two years in this 
capacity, with the exception of his 
first newspaper experience, which 
was in the counting room and 
news department on a western 
paper for about twelve months. 
de has served successfully on 
such papers as the Omaha Re- 
publican, Denver Republican, Chi- 
cago Herald, Chicago Times, New 
York Times, New York Commer- 
cial, and several Texas papers. 
He was also solicitor for the S. 
C. Beckwith Special Agency, and 
was about the first ‘man to solicit 
business for Munsey’s Magazine, 
except the late Mr. Beckwith. 
The papers that he represents 


PRINTERS’ 





S. C. STEVENS. 

About seven years 
ago Mr. Stevens became eastern 
representative for the Omaha Bee 
and the Twentieth Century Farm- 
er, which office he has filled satis- 
factorily to both publishers and 


Magazines. 


advertisers. Mr. Stevens pays a 
yearly visit to Omaha and_ the 
surrounding country to study 


INK. 22 
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business and agricultural condi- 


tions. 


WILLIAMS & LAWRENCE. 
S. C. Williams started a special 





S. C, WILLIAMS, 
agency in New York nineteen 
years ago. His first paper was 
the St. Paul Pioneer Press, which 





W. H. LAWRENCE. 


he had previously served for eight 
years in its home city as adver- 
tising manager. Before that he 
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SS EE Oe ae a ae a 


had obtained a knowledge of th- 
and for two 


printing business, 
years ran a country newspaper. 
In 1903 W. H. Lawrence be 
came a partner of Mr. William 
in his special agency, after serv- 
ing an apprenticeship as office as- 
sistant. At, present their list in. 
cludes the Los Angeles Times— 
one of the strongest proposition: 
in the. country—the Milwauke 
Sentinel, Kalamazoo = Gazette, 
Reading Eaglé, Saginaw Evening 
News, Salt Lake City Telegram. 
Sioux City, la., Tribune; Troy, 


N. Y., Times; Wheeling, W. Va., 
Register and Wichita, Kan. 
Beacon, 


Mr. Williams was born at 
South Onondaga, N. Y., and edu- 
cated in the academies of Onon- 
daga and Middleboro, Massa: 
chusetts. Mr, Lawrence was born 
and educated near Sparta, N. J., 
a little over forty years ago, and 
taught school in his native State 
for several years before coming to 
New York. 


++ 
STORY OF AN ADVERTISING 
WONDER 
A man rushed into the shop one day, 
just as I was weighing up the scrap 
brass. He had invented the greatest 
advertising device in the world, and 
pulled out a drawing of a common tri- 
Gyale, with a tube sticking up straight 
in the middle in front of- the operator. 
Hung from the top of this tube was a 
sort of skeleton drum which reached 
out over the three wheels, and down to 
within a foot of the ground. This 
skeleton was to be covered with can- 
vas, on which was to be painted a se- 
ries of advertisements. A connection 
from the driving gear was to revolve 
the drum slowly so that the ads would 
be visible in succession from any point. 
When we were well on with the job 
I pointed out that as canvas was opaque 
he would have to adopt something else, 
or get a blind bicyclist to run the 
thing. Celluloid and mica were dis- 
cussed and discarded. Then a brilliant 
idea struck me. ‘“‘Why not use hen 
netting? You wish to attract atten- 
tion. Think what a crowd-compelling 
attraction it will be to have a man in- 
side that cage of hen netting on a 
snowy day, pedaling peacefully down 
the pike; a shout! a stinging soaker 
socks him in the eye or ear; in an in 
stant the multitude’s gaze is bent up 
the ad-cycle.” 
“Fine!” he ventured, “fine; them 
words goes down in the specification.” 
The thing was eventually finished, the 
balance paid, and it was wheeled into 
the street. I never saw it again, but I 
heard that the inventor was “pinched” 
by a policeman fifteen minutes after he 
left the shop, for frightening horses.— 
American’ Machinist, 
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QUALITY MEDIUMS. 


Just as the Roll of Honor of 
PRINTERS’ INK is widely referred 
to by advertisers who are anxious 
to know how many copies will be 
issued of their advertisements, so 
the list of papers which have been 
accorded the so-called Gold 
Marks is held in high esteem by 
those who are in search of me- 
diums which reach readers of ex- 
ceptionally high purchasing power, 
or, in the case of class journals, 
readers whose opinion carries 
great weight with firms or cor- 
porations having large purchasing 
capacity. The Gold Marks are 
defined as follows: 

(©©) Advertisers value this paper 
more for the class and quality of its 
circulation than for the mere number of 
copies printed. Among the old chemists 
gold was symbolically represented by 
the sign © .—Webster’s Dictionary. 

They do not denote great cir- 
culation—in the majority of cases, 
in fact, where they have been ac- 
corded, the number of copies 
printed is less than the number 
printed by contemporaries. But 
there is a certain intangible qual- 
ity attaching to papers of the 
Gold Mark class which makes 
them appeal to men and women 
of high earning power, with estab- 
lished social position in the com- 
munity, whose necessities are 
other people’s luxuries. They are 
the persons who say that the New 
York Evening Post is the best 
evening paper in the city, and 
who do not hesitate to pay three 
cents for it—the persons who pre- 
fer the Atlantic to the Cosmopoli- 
tan. 

Some commodities are best ad- 
vertised in more popular mediums, 
but advertisers who are in search 
of what is termed “quality circu- 
lation” may well be guided by the 
Gold Mark list of papers. There 
are only 120 of these papers and 
periodicals listed in the 1907 edi- 
tion of Rowell’s American News- 
paper Directory, out of a total of 
22,898 publications, The complete 





list, as given below, should be 

preserved by advertisers: 
NEWSPAPERS, 

New York Sun (morning) ...... weve ndexcee 

New York Sun..... Fai - 





New York Times. 


PRINTERS’ INK. 


_ ._ a ee heen ee = 6 8 OS 


NEWSPAPERS—continued. 


PUG W WOU EEMSGNE i idig 0'6'<: sine scieisierstareicncas 6 D 
New York Herald ....... peleeasiceks« as 
TROW VOTE EOIWGRG 60605 fecccecessincse cass D 
NOW VOPR PEIBUDG 66.0600 ce since snecesecsees S 
New York Evening Post............++e0+- D 
New York Journal of Commerce...... ... D 
New York Staats-Zeitung........-+sseeee+ D 
New York Staats-Zeitung..........0++ee0 S 
New York Law Journal...... Cre D 
Brooklyn Eagle ......+sesessees Sissies ooo D 
NQUMNI PMIIG soos von 'tiva hs 06 5-0 d8s0idee 

CHICAS THIBUNE...0..ccdccesceccesss oes ; 

Philadelphia Press..........+0% frac dawe 










Philadelphia Public Ledger............... 
Pittsburg Dispatch.......... aa 

Boston Evening Transcript. 
Baltimore Sun....++eee- 
Buffalo Commercial 
Buffalo Express.......+e++. oe 
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Buffalo Illustrated Express....... 
Rochester Post-Express........ ote 
Cincinnati Enquirer .............+++ 
Cincinnati Enquirer ......... eeeeeeeee sees 
Columbus Dispatch...........ccccses neuen 
New Orleans Picayune...........0sseeee0+ D 
New Orleans Picayune.........ese.sceeees Ss 
New Orleans Times-Democrat ...........- D 
Milwaukee Evening Wisconsin............ D 
bgp sae gv Journal.......es00- cecceacese D 
St. Paul Pioneer Prets.icicsccc deve cccesses D 
Washington Star..........++ ek bieiaeee Pee 
Louisville Courier-Journal.........- «voce 
Louisville Courier-Journal............ RE. 
St. Louis Globe-Democrat.............06+ D 
Providence Journal... ......00000ccceceesD 
Providence Journal...........sesesssceres S 
Hartford Courant.........000: sess weecces D 
Springfield (Mass.) Republican....+-...... D 
Springfield (Mass.) Republican............ S 
orcester L’Opinion Publique ......... Ae 
Charlotte (N.C.) Observer......... ...... D 
Charleston News and Courier......... cen 
COME GILG s Knnceccch.essss0s08 wenienas. ie 
ee errr Reasons a Ss 
RAMA CORACAON oss kccccccsesmeessce D 
AUBERT CHLONICE 0 ccc sciccsceccvescvcses D 
Savannah Morning News........+++. ...-D 
——— Times-Union,........- aweceaee 
allas Morning NewS ............ scoeceee D 
Galveston News...... «oD 
Mobile Register........ oad 
Montgomery Advertiser .......... re 
Lewiston (Me.) Evening Journal..........D 
Lewiston (Me.) Journal ...........eeeeee6 W 
Norfolk (Va.) Landmark............ 009+: D 
Portland Oregonian .............. oeenes6.aae 
Seattle Post-Intelligencer..........+.+.... D 
Petersburg (Va.) Index-Appeal ........... D 
Petersburg (Va.) Index-Appeal........... W 
Halifax (N.S.) Herald......... ‘scugeuueee D 
London (Ont.) Free Press........... seoes D 
POLONLO (ONE) GlODS ss < 6s cei ce sacccseccce D 
CLASS JOURNALS. 
Commercial Bulletin, Boston ........-.++ WwW 
Manufacturers’ Record, Baltimore........W 
Tradesman, Chattanooga........ ies «one 
Railroad Gazette, New York............+ W 
Engineering and Min. Jour., New York...W 
Engineering Magazine, New York........M 
Engineering News, New York.......... oe 
Engineering Record, New York...........W 
Electrical World, New York........ iecate WwW 
Electrical Review, New York ...........: WwW 
Street Railway Journal, New York...... Ww 
Som. Age, New) YOK ss00.000se.c-005 cove 
Am. Wool and Cotton Reporter, Boston..W 
Grain Dealers’ Journal, Chicago ....... S-M 
Furniture Record, Grand Rapids.......... M 


Real Estate Record and Builders’ Guide, 
WR Nr cn dco ntaley sade c's cin0's Ww 

Architectural Record, New York........ 

Carriage Monthly, Philadelphia.......... 
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CLASS JOURNALS—continued, 
Northwestern Miller, Minneapolis........ W 
American Machinist, New York sid 
Machinery, New York............ 
Inland Printer, Chicago.. 
Bakers’ Helper, Chicago . 
Confectioners’ Journal, Philadelphia....M 
Boot and Shoe Recorder, Boston........ WwW 





Fibre and Fabric, Boston..............++- WwW 
Textile World Record, Boston............ M 
Shoe and Leather Gazette, St. Louis...... W 
National Druggist, St. Louis. ......... M 
Dry Goods Economist, New York........ WwW 
Apparel Gazette, Chicago.............- S-M 
Crerand’s Cloak Journal, New York...... M 
Hardware Dealers’ Magazine, New York..M 
Keystone, Philadelphia....... .. ..+-.... M 
Country Gentleman, Albany... ........- WwW 
Philadelphia Farm Journal............... M 


Hoard’s Dairyman, Ft. Atkinson, Wis....W 
American Thresherman, Madison, Wis....M 
Army ard Navy Journal, New York..... M 






Scientific American, New York.......... W 
pee, PICW, WOT. v9 iicccsccce.scccceses w 
Dramatic Mirror, New York .... ...... WwW 
NO SS eer ee WwW 
Maritime Register, New York............ WwW 
errr roe WwW 
Churchman, New York..... btcnewsebnecad WwW 
MAGAZINES. 

Forest and Stream, New York............ WwW 
Life, New York....... aes Renhee¥ehewees WwW 
Nation, New York..... .2+.... essceoess W 
Atlantic Monthly, Boston........... eaeeen M 
Century, New York....... beseKesesnee M 
Country Life in America, New York. ...M 
Harper’s Weekly, New York.........++++ 


Harper’s Bazar, New York 
Harper’s Monthly, New York.... 
+o 


ON LOOKING PROSPEROUS. 


Gebhard Bohn, president of the 
White Enamel Refrigerator Com- 
pany of St. Paul, says that the 
best advertising his firm-ever did 
was to park its grounds and keep 
the buildings painted. He says that 
thousands of dollars’ worth of 
business can be traced directly to 
the appearance his plant makes to 
visitors to the Twin Cities when 
riding past on the interurban. 

The White Enamel refrigerator 
is well known over the country, 
although the firm is not an old 
one. The White Enamel adver- 
tisement is seen frequently in the 
magazines, the usual space being 
a page. Several weeks ago a 
double page in the Saturday 
Evening Post gave an opportunity 
to make a splendid showing. 

The plant is situated midway 
between St. Paul and Minneapolis 
on the main interurban car-line. 
The grounds extend 666 feet 
along the track and for a con- 
siderable distance toward another 
interurban line. Mr. Bohn has 
always been much impressed with 
the beautiful grounds and road- 














ways of Europe, and has started 
to make the surroundings of his 
factory look as much like those 
around the best residences as pos- 
sible. He reasons that the en:- 
ployees like to work better in such 
a place than, in overcrowded office 
buildings. 

The main building is 400 fect 
from the street and approached by 
a curving walk. - On a raised bed 
facing the street cars is “White 
Enamel Refrigerator Company” 
in a large flower bed. Trees have 
been planted along the edges of 
the ground and the driveway 
is bordered with shrubs. The 
buildings are white, with. a gilt 
sign on the roof, which is green. 
As the country on either side is 
open and rather bare, the parking 
by the refrigerator company by 
contrast is more prominent. 

Mr. Bohn says that he has re- 
ceived hundreds of letters com- 
menting on the appearance of his 
plant, many adding that a factory 
with such an appearance ought to 
make good clean refrigerators. 
One order obtained in this way 
amounted to $24,000. 

Mr. Bohn has _ secured the 
promise of. other firms, to erect 
factories near his, and these will 
follow his example in improving 
their property. 

—~».—__—_— 
FOR THE TELEPHONE AD. 


A bedside telephone rang late the 
other night and to the immediate an- 
swer an indistinct voice murmured that 
a mistake had been made and that the 
call came from Police Headquarters. 
The incident, happening after 1 o’clock, 
seemed so curious that the woman so 
suddenly awakened got Headquarters 
and asked what had caused the mistake 
by which her house had been called so 
late. The answer was that Headquar- 
ters had not called the number she 
gave. 

That night the house next door was 
entered by burglars and they made a 
good haul. When the detectives began 
to search for the thieves they came to 
the house next door and heard incident- 
ally the story of the call from Head- 
quarters. 

“A common trick now with burglars 
who are about to rob a house,” said a 
detective. “They call up on the tele- 
phone. If a reply comes immediately 
they know that the telephone is by the 
bed, and they keep away from that 
house. When they called you up they 
were undecided whether to enter this 
house or that next door. A _ telephone 
by a bed always frightens them, how- 
ever, as it is so easy to give an alarm. 
—New York Sun, 
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ADVERTISEMENTS THAT 
PROPAGANDIZE. 


Usually an advertisement, or 
series of advertisements, is em- 
ployed to sell something that is 
well known and for which there 
is an abundance of existing wants 
—what we call a steady demand. 
Occasionally, though, a new thing 
is brought out which gives real 
service in a new way—patented, 
trademarked or copyrighted per- 
haps—that must be specially de- 
scribed and acclaimed. 

Clothes and provisions, and the 
great majority of things offered, 
however, need no explanation of 
themselves but merely a story of 
how well and how much better 
they can be supplied by the parti- 
cular advertiser who is putting 
forth his story. 

But there is a type of advertis- 
ing that adds to the care and skill 
necessary in all documents work- 
ing for publicity and persuasion, 
a hygienic, or possibly moral pro- 
paganda, Before it makes head- 
way, or gets much patronage, it 
must displace some immemorially 
established article of universal 
usage. 

If some enthusiastic person, for 
instance, should find to-morrow 
some plant, or concoct some com- 
pound which he avers with great 
force and plausibility is not only 
pleasanter to smoke than tobacco 
is, but which is beneficial to the 
smoker, while tobacco is hurtful 
to him, the propaganda would be 
necessary. For it is only so far 
as he gets a following that his 
manufactured product would sell. 
He will try, therefore, not only to 
draw the tobacco patrons away 
from the harmful weed, but he 
will also scare them away if he 
can, 

Within certain limits, there is 
no doubt, the vendor of a tobacco 
substitute could find grounds for 
saying much against the Virginia 
plant which Sir Walter Raleigh 
made so famous. The doctor, 
though, and the moralists, on its 
introduction, divided opinions 
upon it, and one English monarch 
wrote a counterblast against its 
use. But the truth in regard to 
this and other solaces—such as tea 
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and coffee—is not wholly extreme 
and one-sided. They all do harm, 
and to some persons they are es- 
pecially unsuited, without doubt. 
In many cases, and perhaps in a 
large majority of instances (ex- 
cept when used to excess) they 
are harmless enough. Besides that 
fact, there is no sort of question 
that they supply to thousands an 
unexplainable pleasure. They off- 
set worry and bring contentment 
in its place. I, at any rate, have 
seen a woman who was 107 years 
old who used tobacco all her life, 
and cared more for it in her last 
days (even if it shortened them) 
than for anything else. 

Why I mention all this, is not 
to stop any worthy reform, or to 
help the sale of tobacco in which 
I am not at all interested, but to 
offer a little advice to any adver- 
tiser who may tind some day a 
substitute for the Indian weed, 
when he puts it on the market. 
And my advice is that he should 
say in his advertising of it exact- 
ly what the truth about the article 
he tries to displace is, and what it 
warrants, 

To go farther than this will in- 
scrutably weaken the reasonable 
part of his contention which can 
be maintained. It is a_ limited 
field after all in which an advertis- 
ing propaganda can go, and no 
doubt a difficult one to exploit. 
Still the exact truth will exploit 
it much better than an untenable 
and extravagant theory will. For 
this last soon reveals itself, and 
when the credulous reader finds 
out some time that he has been 
fooled—that an unsubstantial and 
lurid story has made him its vic- 
tim—he will be henceforth lost as 
a patron. 

Another trouble is that “sub- 
stitutes,” made on purpose to dis- 
place something, are never found 
to be real substitutes. They don't 
really ever fill the bill. Things 
that have become universally at- 
tractive, and greatly desired by 
almost all races of men, if only 
for three or four centuries, have 
some lodestone about them, or 
some magic that is genuine and 
unique, And this cannot be re- 
peated or furnished by any sub- 
stance utterly foreign to them. 
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Not even a low price, or a cer- 
tainty that some pleasure and 
benefit are in the new article, will 
do away with the old and familiar 
ones. At the most—and that may 
be sufficient—certain patrons who 
have half a notion, already to 
leave the old habit, may be drawn 
to the procession for the new 
one. It is very necessary, though, 
that they shall do so by finding 
all the advertising. promises and 
conclusions to be of the sort that 
can be justified. ‘ 

To make a business by pro- 
pounding a reform is certainly not 
easy, for the habits of mankind 
are very substantial attachments. 
He who said that “habit is second 
nature” did not overdo his pro- 
verb. It seems to be exactly that. 
And human nature is one thing 
that it is very hard to exorcise, or 
throw overboard. For it con- 
stantly comes up. Or—more truly 
—it never stays down. 

It is a knowledge of this: and 
a faith in the truthful appeal that 
make two of the important factors 
in producing profitable publicity of 
all kinds whatsoever. It is so 
easy to say this, to be sure, that 
some may call it a platitude. But 
even the things familiarly known 
are apt to be, at times, disre- 
garded—and therefore need pre- 
cept upon precept. 

But the veracity called for must 
surpass that which has extorted 
Mark Twain’s latest truth-telling. 
Stealing a watermelon from a far- 
mer in Hannibal, Missouri, when 
he was a boy, and getting safely 
away with it in a near-by lumber 
yard, he thought of Washington 
and the Cherry tree. He was in 
a quandary at first, but, after 
whacking it open witha “rock,” 
and finding it was “wholly green,” 
he doubted no longer. So he took 
it back to the farmer, who 
couldn’t remember all the cus- 
tomers whom he had supplied— 
and got a fine, ripe melon in its 
place! JorL BENTON. 

peceteniagpece nn cot 

THE good workman does not 
talk while he is sawing wood. 
Afterward the results and his 
words will combine to advertise 
his powers.—Star Monthly Solici- 
tor. 
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A SPEAR THAT KNOWS NO 
BROTHER. 


BaTTLe CREEK, Mich., June 3, ’07. 

Dear Siz—One time a miller hired 
a professional wheat buyer on a ten 
per cent co imission basis, the agent 
agreeing to oz, strictly honest. 

The buyer told the farmers that he 
was their “agent” and got them to pay 
to him fifteen per cent, and sometimes 
wouldn’t buy their wheat unless they 
gave him the fifteen per cent and five 
or seven per cent extra “‘on the quiet.” 
Then he explained to the miller that 
he was his “agent.” 

The buyer turned over the fifteen per 
cent to the miller but kept the little 
extras “under the hat.” When the 
miller found it out he forced the un- 
trustworthy buyer to disgorge, and 
discharged him. 

Thereupon the buyer called together 
other professionals of the same breed 
and planned to force the miller back 
into the hateful slavery. He argued 
that he “created the business” of the 
miller and threatened to quit buying 
their wheat if the farmers sold direct 
to the miller and cut off the graft of 
the buyer. 

Query: What kind of a meek ass 
would the miller be if he submitted to 
such impudent tyranny and dishonesty? 

The records on file with some very 
large advertisers will show startling and 
convincing reasons why they quit em- 
ploying professional buyers to handle 
their appropriations, and either estab- 
lished their own agencies or control 
the one placing the business, 

This policy has been forced upon the 
large advertisers and others will surely 
follow suit when they learn the true 
inside of the “Agency” handling their 
money. I learn that publishers are 
being pressed by the ‘‘Agents” to cut 
off the commissions to all advertisers 
placing business direct or through 
agencies they control, and that the 
movement is especially directed against 
the Grandin Agency and myself. 

It looks like this might develop into 
a good, healthy scrap between a crowd 
of parasites, hanging to the tails of the 
publishers and masquerading as their 
“agents,” against a growing crowd of 
men who pay some millions to publish- 
ers and have demonstrated their ability 
to run their business. 

Query: Would publishers prefer to 
cut off large direct buyers and drive 
them to billboards, street cars and vari- 
ous forms of publicity, with a loss of 
several millions of dollars a year in- 
come to publishers, or face as a cer- 
tain result “collective bargaining,” i. e., 
a massing of seven to ten of the heavy 
advertisers with a combined annual ap- 
propriation of say five million dollars 
to be paid out only to such publishers 
as accept a net, scaled rate with the 
heart, liver and lights cut out? 

Or would it be better to cut off all 
fake ‘agents’ ’’ commissions and declare 
a net, scaled rate to any and every one 
who has the money to pay. The 
“agents” who agree with their dupes 
to break down publishers’ rates all they 
can and then turn and pose as “agents” 
for the publishers, might rave at a net 
rate, but they cannot possibly reduce 
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the volume of advertising except by 
coercing publishers into a withdrawal 
of customary prices and driving away 
certain large advertisers. 

That wold certainly result in large 
withdrawal of business, which would 
never come back except at heart-break- 
ing prices. Once the sword is out 
there's no use to sheathe it without 
color on the blade. 

The demand of these “agents’’ is that 
the large advertiser be forced to let 
them handle his money, bend his neck 
and let them put back the yoke which 
proved unbearable. That yoke never 
will be worn again by any advertiser 
once he is clear of it, and the pub- 
lisher who joins in the conspiracy will 
find it exceedingly difficult ever again 
to secure such advertiser’s money. 

There are plenty of wholesome think- 
ing publishers = do not fear the 
threats of the combined ‘agents’ but 
who conduct their business to serve 
any reputable advertiser who pays his 
bills promptly. To such the indepenc- 
ent advertiser will extend the hearty 
hand of welcome and support. 

Respectfully, 
C. W. Post. 


—— +0 
FREQUENTLY in advertising it is the 
lack of straining after originality that 
is refreshing.—The Mahin Messenger. 
—__+o+—_—_ 
AvverTIsE Joy; Sorrow has_ too 
much publicity.—Star Monthly Solic- 
itor. 











IT’S TIME SAVED 


and an order in your pocket when you 
show your customer an attractive ‘‘ dum- 
my” made with Herrick’s two-color 
cuts. The Herrick Cut Books con- 
— 300 one and two-color advertising 
cuts (all original) will give you a thousand 
money-making ideas. They’re 25c., and 
to business firms only—and money back 
if you’re not well pleased. 


THE HERRICK PRESS 
954 Fine Arts Bldg., Chicago 

















‘NEGLECTED 


Your little folder entitled ‘‘I Wonder Why” is just 
received. I see that you think you have been neglected, 
and perhaps you have. However, your catalogue was mis- 
laid in moving, and although we have now two offices and 
greatly enlarged, we have not sent an order to you for 
some time. Kindly send us another catalogue and we will 
see what we can do. C. A. Fiemine, 
Owen Sound, Ont. 
The recent circular sent out by me entitled “ 1 Wonder 
Why” has re-opened correspondence with many of my 
old customers who have drifted away from me for no ap- 
parent reason. Probably my competitors offered to meet 
my prices and give all kinds of credit, but they cannot 
make the bluff good and conscientiously furnish the same 


quality of inks. My cost of selling is down to rock bot- 

tom, and the customers reap the benefit in the quality I 

furnish. Who ever heard of Fine Job Inks being sold 

for $1 a Ib. or 25c. a %-lb. can until I threw the bombshell 

away back in 1894? Send for my sample book and price list. 
ADDRESS 


PRINTERS INK JONSON 


17 Spruce St., - New York. 
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A YEARS FOR $5 


) 





The subscription price of Printers’ Inx is $2 a year, 
but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It venches 


them how to make their advertising pay, and to become 


larger and better advertisers 

















WANTED 


An Advertising Manager for 
The National Home “Fournal 


i— 











I want a man who cannot only command business, 
but who knows advertising; knows it in the sense 
that such men as Thomas Balmer, Robert Frothing- 
ham and W. H. Black know it. 

THE NATIONAL HOME JOURNAL is seven months old 
and has a paid circulation of 65,000 copies—it will be 
125,000 by end of our first year and considerably 
more later on. 


I have ample capital to make this one of the big- 
gest magazine successes in the country. 

There is an opportunity here which will lead the 
right man to fame and fortune. 

State age, experience and salary wanted. Address 
me personally. 


THEODORE J. GOE, 
Care of THE NATIONAL HOME JOURNAL, 
7th and St, Charles Sts., - - . - . St. Louis, Mo. 
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Now Ready 


ROWELL’S 
American Newspaper 


Directory 
1907 Edition 


The book has been carefully revised, 
and is the only work published which 
contains complete and. accurate infor- 
mation, brought down to January 1, 1907, 
regarding the newspapers and periodi- 
cals of the United States and Canada. 
The present volume is the Thirty- 
ninth Annual Edition that has been 
issued, each under the personal super- 
vision of Mr. George P. Rowell. 

The 1907 edition of the Directory, for 
the first time in several years, gives the 
ratings of all papers in plain figures, and 
consequently the ‘‘key” is unnecessary. 

The price of the Directory is $10.00, 
expressage prepaid. 




















THE PRINTERS’ INK PUBLISHING CO. 


10 Spruce Street, New York 



















BY GEORGE ETHRIDGE, 


A shirt is a useful not to say 
indispensable article, but it was 
never intended as a background 


for an advertisement. No adver- 
tiser would seriously consider 
printing an advertisement on a 
real shirt, and why is it any more 
sensible to print an advertisement 
on the picture of a shirt? It does 
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not work out at all well, as shown 
by this Head, Shirt advertisement, 
which even in the original was 
practically illegible and did poor 
justice to both the shirt and copy. 
In the advertisement marked No. 
2 the shirt is shown to better ad- 
vantage, and we have a picture of 
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the man who wears the shirt, and 
plenty of room for copy. 


* * * 


It would be interesting to know 
just why it is thought necessary 
to show four pictures of Gray 
Motors in the small quarter page 
advertisement reproduced here. 


@LadERs OF FPRINTERS' INK WILE RECEIVE. FREE OF CHARGES 
Scairicism OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 
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COMMERCIAL ART CRITICISM 
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There must be some reason for it 
or it would not have been done 
but it really seems as if the ad- 
vertisement would be very much 
improved if the space devoted t 
the four pictures had been utilized 
by showing one—and making that 
large enough and clear enough to 
mean something. Advertisements 
of this kind are reminders of the 
old fashioned country store ad- 
vertisements, in which the mer- 
chant thought it..was absolutely 









2% to 40 Horse Power 
The High Grade Engine ai a Low Price 
HL P. Complete Outfit 997. 
Suitable for 18 to 25 foot boate—6 a= 
H. P. Engine completely equipped = 
shaft, wheel, stuffing box, batter- 
ies, coil, switch, muffler, wire— 
everything but tank and piping 
Built in the most modern 
and up-to-date plant in 
the world devoted ex- 
clusively to the build- 
ing of 2-cycle Marine 
Engines and guaran. 



















necessary to mention every line of 
goods which he carries in the 
entire stock. 

* * * 


From time to time this depart- 
ment has endeavored to give 
the readers of Printers’ INK an 
opportunity to view and admire 
the most notable and illustrious 
achievements in the line of ad- 
vertisement compression. Up to 
the present time the Marion Iron 
Brass Bed Company of Marion, 
Indiana, seems to deserve the 
blue ribbon, as will be seen by 
the accompanying reproduction. 
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This company has _ succeeded, 
within the limits of a quarter 
page magazine advertisement, in 
introducing two different styles of 
brass beds, together with a manu- 
facturing plant which must cover 
at least forty acres—to say noth- 
ing of some miscellaneous’ scenery 


Physicians Urge the Use of “‘Sanitaire Beds'* 





to read the text of this advertise- 
ment, and the humorous part of 
it is the coupon at the bottom 
where you are expected to sign 
your name and write your ad- 
dress—an absolute impossibility. 
* * * 

The person who constructed 
this Fownes glove advertisement, 
did not intend that it should be 








"¢ Sleep on Unhealthful Beds 
The bed of cleanliness and purity, of perfect hygienic, restful sleep, 
isa Sanitaire’ Bed. Made of metal, with _ surface as 
smooth and brilliant as polished Beoreng "No just nor disease-germs 
andr vermin can find lodgment in o Saeee ped. Every point i¢ 
penetrable 


y 

Every *’ Sanitaire” “erp with ‘studied attention to hygieni 
construction, a and ade - line and finish. Compare a 
dazzling * Snow: hite “*Sanitaire Gold’’ metal 
a Bed with the dark, heat cumbersome structure of @ 
wooden bed. The’ New them with other i iroe beds and see the difference, 


Ie one of the Ines sted Snete ai hey eee os ff 
SF Sanitair sare reputable dealers everywhere. 
Look for our ** Guarantee 2 Price Tag." You will find it, 
bearing ou r trademark on genuine * Ropes * Beds. 
FRE ‘e will send yon cas nas trated boo! sig Fad agg 
we 1.1,” written by Ellen Dean Wades i. D. ‘Write 
GARION IRON AND BRASS BED CO. 7) Tanan be, tuba, BES 





in the background. This feat may 
be equaled in the future; it has 
not been in the past. 

* * * 

Some people seem to regard 
advertising as a sort of obstacle 
race. When they find that the 
public can, by making a tremen- 
dous effort, read one kind of copy, 
they get extremely busy and ‘n- 
vent something still more difficult 





Test Dr. Marshall’s Catarrh Snuff 
— One Week at ol R RISK 
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to decipher. The Dr. Marshall’s 
Catarrh Snuff advertisement, as 
reproduced here, is even more 
hard to read than the ordinary 
white and black or gray on ac- 
count of the relief effect. It was 
very difficult even in the original 














to remember in 

sik gloves.— 
1. Pure silk wears 
best as well as looks best, 
2. Cheap dye injures the 


fabric, lessens the wear. 




















3. Ger as good a fin in sik as 
you do in glace or suede, « s 
jus as imponant. BUT if you 
are careful to get 


WN 
GLOVES 


you can: forget-all ‘these things. 
because’ “If it’s a Fownes that's all 
you need 10 know about a glove.” 















Women and 
Children, 









reduced in this manner, and it is 
a bit unfair to do so. The adver- 
tisement was. made for three 
quarter page magazine space, and 
in that space it was certainly most 
attractive in every respect. It is 
graceful, simple, and practically 
tells its own story at a glance. 





OTHER FELLOW’S MACHINE 
MADE GOOD. 


A woman recently applied to a sew- 
ing machine company for a machine 
to be used on trial. The agent set her 
down as one who had no intention of 
really buying, so he sent her a second- 
hand machine, made by another com- 
pany, that they had somehow managed 
to secure in trade. 

“That,” said he, ‘will be good 
enough for her to do her spring sew- 
ing on, and that is all she wants it 
or.” 

At the end of two weeks the woman 
called at the office. 

“That machine,” she said, “is a treas- 
ure. It runs easily, and the tucking, 
shirring and hem-stitching are 7 
beautiful. All the women in our build- 
ing say they never saw anything so 
nice, They are going to sell their old 
machines and buy new ones like it.” 

The agent nearly collapsed. He tried 
to induce the woman to look with fa- 
vor upon the machines made by _his 
own firm, but her affections were fast- 
ened upon the sample that he had so 
fatuously provided. So in order to se- 
cure any commission for himself he 
had to fill an order of eleven machines 
made by a rival concern—N, Y. Eve- 
ning Post. 
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Advertisements. 


Advertisements in “* Printers’ Ink” cost twenty 
cents a line or forty dollars a paye (232 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly inudvance. If a specified position is 
demanded for an adr: ertissment, and granted, 
double price will be charged. 


WANTS. 


‘LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way to suit. ‘ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


was cireulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


M*’3 hunting is ovr business. If you are 
, competent to earn $1,000-$5.000 write for 
booklet and state position desired; 12 offices. 
HAPGOODS, 305 Broadway, N, Y. 


GENTS WANTED to sell o~ Stylographic and 

Fountain l’ens. Write for Catalogue and 

Agents’ discount. J. ULLRICH & CO., Mfrs., 
Dept. 16, 27 Thames St , New York, N. Y. 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable = now open. We can 
ove ov mans A wae +, yt the o ——s. for 
adv 
FE RNALDS ‘SEWSPAPER MEN'S EXCHANGE, 
Springfield, Mass. 
;EWSPAPER MEN WANTED—We now have 
pen: Compositors, reporters, Thorne 
operators, circulation crew managers, steno- 
graphers, advertising agents. solicitors. THE 
CASTLE SYSTEM, 225 Rialto Bldg., Kansas City, 
Mo 


W HO wants a business manager who has had 

experience in almost all departments of 
newspaper work! Have studied the art of build- 
ing-up @ paper on small expense; young, ener- 
getic and resourceful. Wantto make a change. 
Address ‘Box M.,” care Printers Ink. 


6 4 DVERTISERS’ MAGAZINE”—THe West- 
ERN MONTHLY should be read vy every 
advertiser and mail-order dealer. Best “Sch ool 
= ee in existence. Trial subscript 
cents. Sample c opy free. THE WESTERN 
MONTHLY, 815 Grand Ave., K ve., Kansas City, Mo. 


WANT State Agents in evé every State to repre- 

sent the “Office Boy System” on a most lib- 
~~ commission basis. My plan compeis orders 
—I mean just that. Tell your present occupation 
and where you can travel. Yours for good ads 
and good business. ‘‘The Office Boy,” Box 86, Los 
wom 





pec! 
ly on daily newsp pe with fa large job office, in 
S of ie do anything in the business 

ce or take ‘euil'e of newspaper and ae 
printing plant. Best references. Address **D 
care American Press, Pittsburg, Pa. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
aud ad managers should use the ciassified co!- 
umne of PRINTERS’ INK, the business journal for 
adve-tisers, published weekly at 10 Spruce S8t., 
New York. Such advertisements will be inserted 
at 20 cents per live, six worasto the line. {’RINT- 
eRe’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ity for ready positions at a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. De- 


— cnoseds oun Diy 
OWELL Advertising and Rusi- 
e.. yo rat Metropolitan Annex, New York. 


COIN MAILER. 


60 PER 1,000. For 6 coin coins Any printing. 
.» Burlington, la. 


e ACMECOIN CARRIER 


DIRECTORY OF NOVELTY MANU- 
. FACTURERS. 


GENTS wanted to sell ad novelties, 25¢ com. 
3 samples, !0c. J.C. KENYON. owego,N.Y 


= We Make Ad. Novel- 


Novelty Co.. Chicago. 
Able salesmen desired. 
——_{———— 


HALF-TONES. 


EWSPAPER oR er 
, 75c.; 3x4, $i ; 4x5, $1.60, 
Delivered when cash accompanies the order. 
fena for samples. 
KNOXVILLE ENGRAVING tAVING CO., Knoxville, Tenn. 


|S hee -TONES for the job | job press, newspaper or 
catalogue. (ur new location is rignt in 
the heart of the city, two blocks from Times 
Square subway station. STANDARD ENGRAV- 
ING CO,, Sevevth Ave. at Foriieth St., New York. 


Faiz c0xe or line productions. 10 square 
inches or smaller, delivered prepaid, 7ic.; 
6 or more, 50c. each, Casn with order. Ali 
newspaper screens. Service day and nigbt. 
bh for circulars. Keferences furpisbea, 
New r process-engraver. ?F, O. Box 815, 
Philade phia, ba, 





ADVERTISEMENT CONSTRUCTORS. 


SMALL, soon-over circular, which | gladly 

send upon rece _ of request, often paves 

the way for me to send samples of my advertis- 

ing work of various kinds. As an examination 

of these samples frequently secures a new client, 

my seeking such eee need not be con- 
fused with pure philanthro) 

I make Circulars, Folders, Price-Lists, Cata- 
logues, Trade Primers, Circular Letters, An- 
nouncements, Mailing Cards, Booklets, Notices, 
Newspaper, Periodival and Trade Journal Adver- 
—_— Cte. § et e 

No Po ostal cards. 
No.6. FRANCIS 1. MAUL, 402 Sansom St., Phila. 


COIN CARDS. 


$3 PER 1,000. Less for more; any printing. 
YO THE COIN WRAPPER Cv.. Detroit, Mich. 





PAPER, 
B BASSETT & 801 & SUTPHIN, 
62 Lafayette st.. New York City 


Coated paversa speciaity. Diamond B ‘Perfect. 
Write for bigh-grade catalogues, 





BUSINE: SS CHANCES. 


pF stores and posit ons, U.S. or ae 
KNIEs'l, Omaha, Neb,, U.S.A 
—— 


ADVERTISING EXPERT. 


PUBLISHERS I can put Feed advertising de- 

partment on its feet. mirty ee en- 
gagements; no failures. J. A. \ ILSON, Adver- 
tisement Kxpert, care Printers’ > In k. 


—+o>—____ 
PUBLISHING = OPPORTUNI- 


| ap tinn etd op] rath 
Tountetion ‘or mont. 4 in nod field. 


Can be bought for 
Quick sale oases. 300. 
profane Ey 
er ishing Pro} P 
#65 Broadway, N ning | York. 


PRINTEI NTERS. 


WEorint catalogues. booklets. circulars, adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cv.,, 514 Main St.. Cincinnati, ©. 








FOR SALE. 
ro. SALE — Two-letter linotypes, recently 
rebailt. full naranteed, Immediate deliv- 
ery. Adarees* TE, ” care Printers’ Ink. 
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PATENTS. 


pou PATENTS that PROTECT 
Our & books for Inventors mailed on recei R 
of 6 cts. stamps. R. 8. & A. B. LACEY 
Washington. D.C, Eatab. 1869. 








——_ +>. : 
ADVERTISING AGENCIES, 


D.4 A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.¥. Medical Journal advg. exclusively. 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


mPHE Styer Publicity Service. Advertising re 
pared, illustrated and placed. Geneva, N. Y. 


M“YHE IRELAND ADVERTISING AGENCY. 
Ww one ee hee ay ag Advertising Service. 
it Street, 











| FRANK & Cu., 25 Broad Street, N. Y, 

General Advertising Agents. Established 

1872. Chicago. Boston. Philadelphia. Advertis- 

ingof ail kinds placed in every part of the world, 
nS ad 


ADWRITING. ° 


(CATCHY ads saturated with sound business 

sense will bring results. Just to show you 

how true thisis, I’ll prED four such ads for 

aed business for $2. JKD SCARBORO, 578 
alsey St., Brooklyn, N. Y. 





—E 
PRINTERS’ SUPPLIES. 


Gordon Press Motors 


Just perfected friction drive, variable speed, 
alternating and direct current Motors for Gor- 
don and Universal Presses. Variations 10 to 3 000 
impressions per hour, Write for booklet “bP.” 


GUARANTEE ELECTRIC CO., 
Chicago, Il. 
—_— or 


SUPPLIES. 


SS for our list of rest 
font; new ty pe at reduced price. EST. mR. 
244 E. 126th St., New York. 


7 D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce St., New York, sell more mag- 
wine cut inks than any other ink house in the 


"Special prices to cash buyers. 


FFICE PASTE prepared as needed. Try 
Bernard’s Paste Powder; c'eaner, better 
and cheaper than mucilage; mix it as needed 
with cold water; 216 carton, enough for 12 
months in average office; mailed postpaid to any 
address for 6@ cents. BEKNAKD, 609 Rector 
Building, Chicago, Il. 





BILLPOSTING AND DISTRIBUTING. 


A interested in the cost of bill 

or house-to-house ,distribut- 
ing, as under rantee of the 
ciated and Distributors can get full 
Secretary. CHAS. BERNARD, 
Chicago, IIL. 











PREMIUMS. 
T HOUSANDS of itabl 
for publishers and. eee — the foremost 


makers and wholesale dealers in jewelry and 

kindred lines. 500-page list price —— 

catalogue. (OO) rentest book of its 4 

“eae annually. 35th issue now ready 

8. F. MYERS CO.,, 47w. and 49 Maiden rae cy. 
—_. -+o > —___—_. 


POSTAL CARDS, 
Ane Postals, in gangs, for printers. $1 per 
M. Samples free. “BEE, rR EE, ‘ad Backbay, inoeton, 


Qouvenrr PostCardswith yo ‘ourads on $1 pee 
Sample sent. *‘POINIS,’’ Mt. Sunapee, N. H. 


ADVERTISING MEDIA, 


ROY, Ohio. has 6,000 people; 4,000 more live 
on ‘its six rural routes. The @ RECORD, “_ 
daily, reaches 7.000 of them. Minimum rate, 4c 
inch, net, plates; typesetting, 5c. inch. 





BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 


The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force 
The remainder of the edition (published fast 
oar) is now offered for sale. About 600 pages. 

5x8, set in long primcr. with ag A half-tone 

portraits. Cloth and gold. Price prepaid. 

HE PRINTERS’ INK PUBLISHI a Cco., 10 
Spruce St., New York. 


or 


PRINTING. 


2 Piston 4 everything correctly, prettily, 
eaply. Write now, PINNACLE PRIN'- 
ERY, Midd esborough, Ky. 


ROMPT delivery of highest quality printed 

business forms and advertising matter, is 

our specialty. Let us estimate on your next 

order. If your job is a very technical one or re- 

sone exactness in all respects we can — you, 
HE BOULTON PRKSS, Drawer 9, Cuba, N.Y. 





<_< 
STEREOTYPE OUTFITS. 


Cw simplex stereotyping outfits. No heat- 
J } hI of type in the Cold hee stereotyping 
Process. Superior plat ooklet for two 
nan we KAHKS, 240 East 35d Street, 
ork 


——__ +e 
DISTRIBUTION, 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
dew. Our Men will Distribute your severe 
Matter anywhere and'to any class of ple FO. 
ONE-FOURTH THE COS? of MAI ING. We 
will handle the business for you, or, if you 

refer to make your contracts direct with our 

distributors, WE wad. MAIL YOU OUR _DIS- 
TRIBUTORS’ DIRECTORY FREE, W 
ANTEE AN HONKST DISTRIBUTION, and will 
a for matter not so Distributed or destroyed. 

RITE US NOW. See if we can’t do some- 
thing together. References: Publishers’ Cum- 
mercial Union and Pradstreet. 

NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, II). 
a 


PUBLISHERS. 


Newspaper Publishers 


DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO, 
38 to 62 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered, 





or 
CARD INDEX SUPPLIES, 


G* prices on Stock Cards and Special Forms 
from manufacturers. Cards furnished for 
all makes of _ nee Special discounts to 


— 
NDAKD INDEX CARD Conran, 
707-709 Arch St.. Philadelphia, Pa 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
ecards or circulars, und any other suggestions for bettering this department. 








Tue AusurN “CITIZEN,” 
Published by Auburn Publishing Co., 
34 & 36 Dill Street, 

Avusurn, N. Y. 
Editor Ready Made Department: 

Dear Sir—I am submitting to your 
Ready Made Department a few sample 
ads written by me, and which I have 
clipped from the Citizen and Advertiser 
of this city. I have been a student of 
the Little Schoolmaster of the art of 
advertising for some years, and have 
been guided by the principles laid 
down in it in the construction of all 
my “publicity” from the first. 

Throughout my experiences, and I 
am more convinced of it now than 
ever, I have found that any legitimate 
business, properly exploited, especially 
through tne columns of the daily news- 
papers, can be made successful. If ad- 
vertising fails to bring profitable re- 
turns there are good, sound reasons 
why it has failed to do it. One is 
lack of knowledge of the goods adver- 
tised; another is lack of ability to telf 


plainly, concisely and in a conversa- 
tional manner the reasons why the 
commodity is necessary, if not indis- 


pensable, to the reader; and still an- 
other reason is ignorance of the rela- 
tive value of mediums. To these I 
might add another and very important 
point—display; for good display often 
will arrest attention even in a poorly 
worded ad, where an admirably worded 
one might not be noticed. 

Among the clippings submitted are 
several milk ads. This is a branch of 
merchandising that is little advertised, 
but which has in it the possibilities of 
unlimited exploitaton. Everybody uses 
milk more or less in this country, and 
everybody would rather use pure, clean 
milk than milk that has been simply 
drawn from the cow, run through an 
ordinary, perhaps more than likely 


eb cloth and then dumped into care- 
lessly washed cans and bottles. Yet, 
think of the years and centuries that 


have passed and the subject of clean 
milk, above all other forms of food, 
has been about the only one to receive 
non-recognition from pure food agita- 
tors until now. 

Leaving out the question of germs 
and bacteria, Pasteurization removes 
enough filth, such as deposits on the 
udder, mucous and stable dirt from a 
day’s supply of milk for a city’s con- 
sumption to instantly turn one from 
ordinary milk in disgust. A dealer 
may exploit aerated milk, certified milk 
or any other kind of milk, but the true 
test of Pasteurization is to put any of 
these through it and its affiliated pro- 
cesses and note the foreign matter ex- 
tracted. Almost every municipality in 
the country is demanding Pasteurized 
milk, and Alen lies a chance for enter- 


prising spirits to reap the fruits by in- 
telligent advertising. 





With best wishes for a wider in- 
fluence on the part of your paper, I 
beg to remain, Yours very sincerely, 


(Signed) NAPOLEON Ross. 








As Mr. Ross says, one of the 
first requisites to success in ad- 
vertising is to know what one is 
talking about—to know the goods 
and every argument against as 
well as for them. In fact it is 
not uncommon for the adwriter 
who studies his subject deeply to 
discover talking points and real 
selling arguments that have never 
occurred to the advertising mer- 
chant or manufacturer. Mr. Ross’ 
ads are good, as shown by the 
following reprints: 


OUR MILK KEEPS. 


The Pasteurization process retards 
fermentation and our products will 
keep for days in warm weather where 
ordinary milk will sour in a_ few 
hours. You need not be afraid to feed 
our milk to your children, Every bottle 
sterilized, too. 

CAYUGA COUNTY DAIRY CO., 


12-16 Franklin Street, 








HAPPY BABIES. 
Pasteurized milk is the kind that de- 
velops sound, happy children. Ordin- 
ary milk secured under the usual cow 
stable conditions is not clean, pure or 


safe. Pasteurization makes it so, how- 
ever. Our milk and cream keep in hot 
weather. Phones 1444. 


CAYUGA COUNTY DAIRY CO., 
12-16 Franklin Street, 





WHY DRINK UNCLEAN MILK? 

There is no excuse for you buying 
milkf that has simply been run through 
an ordinary cheese cloth after ‘extrac- 
tion from the cow. Think, too, of the 
old cans and unclean bottles in which 
your milk is oftentimes delivered. Our 
milk is cleansed and purified, and~ 
every bottle is sterilized before leaving 
the building. 

Pasteurized Milk. Pasteurized Cream. 
Cottage Cheese. Buttermilk. 

CAYUGA COUNTY DAIRY CO., 


12-16 Franklin Street, 





There are few people in Auburn who 
do not eat Fish on Friday, and fully 
ninety: per cent of those who do eat 
it know that these great food stores 
keep the freshest Fish and the greatest 
variety in the city. We get direct 
shipments from the docks and the Fish 
are no more than out of the water than 
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they are on their way here, packed in 
cracked ice. 

For to-morrow we shall have White 
Trout, Pike, Pickerel, River Shad, 
Steak Cod, Steak Halibut, Haddock, 
Mackerel and Bluefish. Your order 
will receive careful attention if tele- 
phoned. 

E. N. ROSS CO., 
148-150 Genesee Street. 
AUBURN PUBLIC MARKET, 
5, 7, 9 Genesee Street. 
The Stores That Sell Good Things. 





Money savings mean much to mosf 
people. They mean more at our stores 
than at other marketing places, because 
every sale made by us carries with it 
the guarantee of ‘Ross’ quality and 
we are willing to stand by that guar- 
antee unflinchingly. 

To-morrow is special Spring vege- 
table and fruit day with us. We shall 
have an unlimited supply and variety 
with which to supply our trade. As 
specials, we quote the following: 
Bermuda Onions, newly received stock, 

medium size and dry, pound ....5¢. 
Large, Ripe Pines, the kind that usu- 

ally bring 20c. and 25c. each. We 
sell them to-morrow at ......... 15c. 
Ripe Strawberries, large, red fruit and 
as sweet as it is possible to get them. 

PO COCR CU c6.5 vest es cece 18¢, 
Green Onions, nice, tender little 

sprouts in good sized bunches, 

eS Pee rr ee eee 5c. 
Home Grown Rhubarb, large thick 
pieces. Get some for sauce or a Sun- 
day pie; pound qc.; 3 for ...... 10¢c. 
Tender Cucumbers, freshly picked, = 

OBA CHM, CRERS. ccs cs cencticoss 
Home Grown Asparagus, just the ind 

er have been waiting for. This lot 

ad hardly peeped above the ground 
before it was cut. No waste; per 

MME Sevag ba ai 4s Kaas oa wae 18¢c, 

Limited space will not permit further 
than mentioning the other things we 
shall have: Green Peas, Ripe Tomatoes, 
Spinach, Watercress, Fresh Mint, New 
Potatoes, Vegetable Plant, Egg Plant, 
Sweet Potatoes, Celery, Green Peppers, 
New Cabbage, Fresh Mushrooms, Rad- 
ishes, Bunch Beets, Bunch Carrots, 
Boston Lettuce, Curly Lettuce, Wax 
Beans, Green Beans, Parsley. 

Fancy Creamery Tub Butter, 28c. 

Skaneateles Creamery Butter, 3r1c. 

Fresh and Smoked Tongue. Spring 
Lamb. 

Creamed Chicken served at our 
lunch department to-morrow. 


E. N. ROSS CO., 

148-150 Genesee Street. 
AUBURN PUBLIC MARKET, 
5, 7, 9 Genesee Street, 

The Stores That Sell Good Things. 


Some Impressive Statements As To Vol. 
ume of Business. From the St. Jo- 
seph (Mo.) Gazette. 





Pianos By 
the Mile. 


3,016 
6 


5,280) 18,096 (3 
15,840 





2,256 

In the last twelve months 
we sold 3,016 pianos. The 
averaged six feet in length 
apiece. That is 18,096 feet 
of pianos. There are 5,280 
feet in a mile. Therefore, if 
the pianos we sold in this 
one year were placed end to 
end they would reach nearly 
three and _ one-half miles. 
Think of the sunshine, the 
happiness, the refinement, the 
educational influence that 
three and one-half miles of 
pianos has spread abroad in 
this land. You “- there’s 
no sentiment in business? 
There is—a_whole lot of it. 
We’re proud that it is given 
us to be distributors of so 
much home-happiness. We 
feel every day that we are 
doing something to make this 
old world brighter and better. 

We will save you $50 to 
$150 on a piano because we 
have one price and do not 
give commissions. 


J. W. JENKINS’ SONS 
MUSIC COMPANY, 
Eighth and Edmond Sts., 
St. Joseph, Mo. 
J. D. Martin, Manager. 





Tells the Whole Story. From the Atlan. 
ta (Ga.) ournal. 





Rompers, 50c. 


For the little ones at play, 
Rompers are the ideal sum- 
mer garments. Comfortable 
to a degree, they also save 
mending, and give almost no 
end of wear. We have them 
—all kirds and all sizes. 

In. Chambray, blue, ox- 
blood, gray and tan; also in 
pink and 5 checks, neatly 
piped and made with care. 
50c. suit. 

Of finer materials, Romp- 
ers at 75c.—and in little 
checks with fancy scallops 
like hand-embroidery, attract- 
ively made with short sleeves 
and square neck, $1. 


DAVISON-PAXON. 
STOKES CO., 
Atlanta, Ga. 
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it comes to quality, have no equal. 
What _ expect of a refrigerator will 
i 


Tue Lovisvitte “HERALD.” 
Geo. A. Newman, Jr., Editor and 
Publisher. 
LovIsvILLe, Ky. 
Editor Ready Made Department: 

Would be pleased to have you pass 
judgment on a part of this Jones & 
Miller advertisement, which is original 
with me. I don’t remember of ever 
seeing the idea in print before, and it 
is new to my staff. 

The part referred to brings the 
notice to Herald readers. Would you 
consider the idea good? The adver- 
tisement brought good results, which 
pleased the advertisers, Jones & Miller 
Co. Hoping to hear from you, I am, 

Sincerely yours, 
Wma. E. Morrertt, 
The Louisville Herald. 





I think the idea, as shown in 
the ad reproduced herewith, is 
good—for the advertiser at least; 
editorial endorsement always has 
been more prized by the adver- 
tiser than anything he could say 
for himself in double the space. 
But, I am not so sure that it is 
a good thing for the publisher. It 
occurs to me that sometime he is 
going to be asked to do the same 
thing for an advertiser for whom 
he would not be so willing to do 
it. To be sure, he doesn’t say that 
the Jones & Miller Co. will do 
any better by its customers than 
will other firms in the same line 
of business, yet that is exactly the 
inference that many readers who 
lack discernment are going to 
draw. And then, if the publisher 
does the same thing for every new 
advertiser, what will old advertis- 
ers say about it? And, when it 
becomes common, will it be of 
any use to anybody? It seems to 
me much better for the advertiser 
to make his own announcements 
as to when and where he is going 
to advertise, and to keep out of 
the ads anything that can be con- 
strued as editorial approval. May- 
be I am wrong. Will not some 
other publisher who has tried the 
same scheme, rise up and give us 
the benefit of his experiences? 
Here is the ad: 





ICE BILLS CUT IN HALF. 
Milk, Fruit, Meat and Vegetables Kept 
Fresh Twenty-four Hours Longer 
by Using the Bohn Syphon 
Refrigerator. 

This Refrigerator is sold and guar- 
anteed by the Jones & Miller Co. to 
give satisfaction or your money back. 
The Bohn Syphon Refrigerators, when 





be realized in this one, and in justice 
to yourself you should investigate its 
points of superiority before purchasing 
one not quite so good. As to price, it 
is sold for less than some, but for its 
good qualities it has no equal. Wecan 
prove it. The ~manufacturers of this 
celebrated Refrigerator are recognized 
as highest authorities on Refrigeration. 
The Bohn Syphon Refrigerator adopted 
by all railroads. 

It does not pay to buy poor goods— 
the difference in price is so small, 

To Herald Readers: This is the first 
advertisement the progressive firm of 
Jones & Miller Co. has had in the 
Herald. They will. be represented in 
the Herald each Sunday, Wednesday 
and Friday, and by reading their an- 
nouncements closely you will be profit- 
ed. The Herald takes-much pleasure 
in presenting the firm of Jones & 
Miller Co. to its readers, and predict 
for them an abundance of new busi- 
ness, which they are so worthy of. 

Direct Action Gas Ranges, 


JONES & MILLER CO:, Incorporated, 
The Hardware Store. 
316 West ‘Market Street, 


In Our Line “It’s What You Want 
That We Have” At Right Prices. 


As_a Rule, Some Good Reason Should 
Be Given for a Cut On Seasonable 
Goods at the Beginning of the Season. 
—— the Louisville (Ky.) Evening 

ost. 








Raincoats 
Reduced. 


, Twenty-five per cent reduc. 

tion this week on all Rain- 
coats — mostly _lightweights. 
The most practical garment 
made — absolutely rainproof 
and stylish all the time. 
Whatever the weather—fair 
or foul—you are absolutely 
safe, 

A few days’ quick selling 
will clear our stock. Better 
hurry. 

Blacks, grays or fancies in 
all the spring form-fitting and 

dy-tracing models. There’s 
no limit to your fancy in 
styles or sizes. There is a 
limit in time at these prices: 

$15 Raincoats, $11.25; $20 
Raincoats, $15; $25 Rain- 
coats, $18.75. 


CRUTCHER & STARKS, 
(Incorporated. ) 
Louisville, Ky. 

Between mf 6 and 18, in- 
clusive, we will refund fares 
to out-of-town purchasers in 

accordance with the R. M. A. 

plan. Out-of-town patrons 

who contemplate a trip to the 
races should write us for full 
information. 
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L. A. Shafer, a Louisville, Ky.,j 


advertising man who has received 
many bouquets through this de- 
partment, sends for criticism a 
real estate ad prepared by him for 
Varble & Button Co., of that city. 
It is five columns wide, about 10% 
inches deep, and presents a very 
symmetrical appearance, the center 
being occupied by a half-tone cut 
of an attractive house, followed 
by a very complete description, 
while above and on each side are 
arguments for the section in 
which the house is located, the 
firm name appearing twice across 
the bottom. The ad is sure to 
get attention, but, I believe, will 
be disappointing. to some because 
it lacks definiteness. For instance, 
“within a few minutes’ ride of 
Louisville, either by steam or 
trolley,” is not very satisfying to 
the man who wants to know how 
far out the property is. “A few 
minutes,” means different things 
to different people, but “ten min- 
utes,’ means the same thing to 
everybody, and, of course, there 
was nothing to prevent the actual 
time being given, by both trolley 
and steam lines. There isn’t a 
price or any intimation of price in 
the entire ad. There is nothing 
about sewers, gas or electricity. 
There is a waste of space in the 
panels at each side of the cut and 
in the repetition of the firm name 
at the bottom. The most satis- 
factory part of the ad is the de- 
scription of the house shown in 
the cut, which runs as follows: 





FOR SALE: 


The above picture does not do this 
property justice. To say it’s beautiful 
does not describe it. It is brand-new, 
has never been inhabited by a human 
soul, Sits on a beautiful plot of 
ground covering about two acres. Has 
six spacious rooms, three of which are 
bedrooms, and an attic. The dining 
room is finished in mission oak, with a 
mission mantel Natural. wood finish 
in all other rooms. Hardwood floors 
and cabinet mantels. Equipped for 
gas or electric lights. Ready for a 
furnace. Closets in all rooms. Linen 
closets and a tile bath. A butler’s 
pantry. An extra large kitchen pantry. 
Large cellar. Large portico in front, 
always shady. A lattice porch in rear. 
All built on“a stone foundation. Has 
a deeply bored well. Water is cool and 
refreshing. A large cistern. An 
abundance of shrubbery, flowers and 
shade. [Electric railroad station right 





at the door. There’s not a single feat- 
ure lacking in the way of comfort, 
convenience or magnificence. A special 
price can be had at our office by de- 
sirable purchaser. Do not let this op- 
portunity pass unnoticed. 





Loan and Building Association Argu- 
ment. From The Hannibal (Mo.) 
Courier Post. 


Do You Want a 
Good Partner? 


One that will work hard 
and in the end turns over to 
you every cent that is made? 
If you have $100 as a part- 
ner, every time that $100 
earns $5 from the Hannibal 
Mutual Loan and Building 
Association it turns over the 
entire $5 to you. Prett 
good partner to have, isn’t 
it? Save until you get $100, 
then see 


J. T. HOLME, 
Secretary, 
Hannibal, Mo. 














None of the Conflicting Statements As 
To Values So Common in Hat Ads. 
From the Urbana (O.) Daily Times 
Citizen. % 





Lots of Urbana 
People Buy All 
Their Hats of Us. 


We would like to add you 
to the growing list. You'll 
find it to your advantage es- 
pecially if you appreciate out 
of the avbinnty styles and 
the best qualities money will 
buy. We're exclusive agents 
_ Dunl. 

5 “Dunlaps,” $4 “Knapp- 
Felts,” $3.50 “Bancrofts,” $3 
“Haws,” $2 “Special,” $1.50 
“Durables,” $1 ‘“Rummells’’ 
and soc. Pocket ‘‘Kotas.”’ 

Each made in the best fac- 
tory in America devoted to 
that particular grade. Plenty 
of hard-to-get brown derbies 
and narrow-brim soft hats in 
pearls, grays, fawns, etc. 
Our department devoted to 
children’s headwear is com- 
plete—felt “button” hats for 
school girls $1 to $2, Tam 
O’Shanters soc. to $2, Etons 
25c. to 5oc., etc. Buy where 
the style starts, 


BAUCROFT, 
4 E. Main St., 
Springfield, Ohio. 
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First and Second 
In June Records 


Printers Ink in this issue, on page 11, pub- 

lishes the summary of magazine advertis- 

ing forJune. Thetwo leaders areas follows: 
LINES 


The World’s Work, 30,341 
Country Life in America, 37,537 


The top positions of first and second with 
these 343 pages (no whisky, patent med- 
icine, mining or doubtful financial among 
them) show clearly what the best advertis- 
ers think of Tue Wor.p’s Work and Country 
Lire1n America. Are bothon your Fall list? 
Doesn’t this overwhelming vote of confi- 
dence from American advertisers justify 
an affirmative answer ? 


A Memo. to Printers’ Ink Readers.—You will find 
some of the reasons for the vote in the Special Fall 
Plan Number of Zhe Advertisers’ Almanack ready for 
your criticism June 17, Bunker Hill Day. It is sent 
with a little misgiving to the sharps who read Print- 
ERS’ InkK—but it is sent gladly, just the same ; a postal 
request will bring it. 


COUNTRY LIFE THE WorRLD's WorK ‘Tee GARDEN 
IN AMERICA FARMING MAGAZINE 


DOUBLEDAY, PAGE & Co. NEW YORK. 


133-137 East 16th St., New York. 1511 Heyworth Bldg., Chicago. 
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